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GELP.A. 


readership survey 


shows that: Hach copy of the 
DAILY HERALD sold 


commands more readers 


than any other mass 


circulation daily newspaper 


* SEE THE FACTS INSIDE wz 


E. H. Hull, Advertisement Director, Daily Herald, Acre House, Long Acre, London, W.C.2 
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To 
cover 

the 
Woodworking 
Trades... 


No guarantee of 


exam success 
Sin,—Alan Betts is right to 


To The Editor.. 


1 can only say that if Mr. 
Betts thinks my statement so 
depressing that students will be 
encouraged to give up hope, then 
he has La opinion of the 
student The very tough- 
ness of the examinations, the 
necessary sacrifices of time and 
money, and the complexity of 
the syllabus should surely 
challenge to the best men and 
women in the business and make 
the D.A.A. something really 
worth while. Those who do give 
up hope are truly the ones “never 
likely to pass.” You cannot gain 
something if you give up the 
attempt. 

FP. W. JerKins. 


vicinity of Windsor Castle were 
open to objection, immediately 
and unequivocally offered to re- 
move all our signs in that area, 
quite irrespective of whether or 
not they were the subject of 
“deep concern.” 

it was later discovered that 
only one of our signs, situated 
in a side turning, was in any way 
affected by this embargo. On 
the other hand in the main street 
and easily visible from the Castle 
whose amenities the Town 
Planning Committee are rightly 
anxious to preserve, there are no 
fewer than 24 projecting signs 
and three neon signs belonging to 
other firms! 


Jury 22, 1954 


should use 
WOODWORKING 
INDUSTRY 


(See page 182) 

Published by 

TRADE CHRONICLES LTD. 
180 FLEET STREET, LONDON, E.C.4 
Phone: Chancery 6844 


boils spotless’ 


Sir,—May I humbly point out 
that Barrington Bree (July 15) 


. : . ’ may be wrong in suggesting that 

i Weems dele 1h) Wn cane r= 3M ndertandebly, ‘thet concer, — Eoueus” should Be “spotiontly.” 

e REKLY, July ) consid rs ui rstan y, concern “He makes things good” has 
; | have made a_ psychological should have been expressed 


blunder, but he is presumably 
unaware of the full content of 
the last paragraph of my annual 
report to the management com- 
mittee of the Students’ Circle. 
The expression “unlikely to pass” 
was merely a safeguard because 
it would have been a gross ex- 
aggeration to suggest that the 


These who are 
‘ploughed’ 
Sim,—Alan Betts (Jul 15) 
takes the chairman of the 
S.D.M.A.A, Students’ Circle to 


task for commenting on the 
possible failure of some people 


about these advertisements before 
we ourselves were the subject of 
criticism, we are, and always 
have been, prepared to co-operate 
in every way with the local 
authorities by removing our 
sign, and to this end instructions 
have already been given to dis- 
mantle it forthwith. 


an entirely different meaning 
from “He makes things well.” 
The advertisers in question evi- 
dently mean “...boils clothes 
spotless,” ie. makes them spot- 
less, and they are therefore 
correct in using the adjective 
rather than the adverb. The 
verb “to be” can be understood 


= stu dents’ Circle oud guarantee rs — Lt sg a ss ee aa pane n “clothes” and “spot- 
f NS MeMeers WONG pee. Surely we have to take a Managing Director, How can anything “boil 
: The Students’ Circle can only The Park Bottling Co., Ltd. p € 

. help th whe tae Gaelr auedl commonsense view that there are e ter | ? © adjective 


seriously. 

I suppose it is true that “every 
advertising man and woman is 
a potential holder of the A.A. 
diploma,” but if they all took 
the examinations is it likely that 


people who are not of the right 
mental make-up for advertising. 
These surely are the people to 
whom Mr. Jetkins aiid aban 
he made the statement. If fail- 
ing the diploma examinations 
convinces those people that they 


The ‘Walls’ girl is 


‘fresh, pleasant’ 
Sin,—As a hardened non- 


potiess” is describing the 
clothes after they are boiled; it 
ig not meant to be referring to 
the actual boiling. 
But I do object to these adver- 
tisers talking about “spotless 
boils.” All the boils I have ever 


do not belong in advertising, reader of American comics, I v t 
% THIS WEEK then surely this is's by-product wish to difler from Stuart Lewis id, ave,cemnitely had & spo 
re It's under-advertised: of the examination that should in his opinion (July 15) of the C. Harris. 
3. Laundries. be welcomed by all in the Wall's ice cream poster. I find Albert Street, 
‘ NEXT WEEK business? this quite fresh and pleasantly Featherstone, 
. Mail f I know Mr. Betts is passion- different from the usual sugary Yorks. 
Direct eature. ately interested in seeing that child pictures. Unfortunately 


ig 


they would all pass? Surely 
there is nothing poyohttonienlty 
wrong in admitting that the 
examination standard is high? 
However, the real point which 


only the best possible material 
qualifies for the D.A.A. and I 
trust that this letter will assist 
him to see the report in question 
in its true perspective. 


Mr. Lewis has only expressed an 
opinion, which anyone can do. 
Aesthetic criticism has to go a 
good deal deeper. 

As for his remarks on the 


Woolly writing 


Sir,—Pernicious though woolly 


Ws. R, Creep. b G iti ak 
mr, eta has ber oeroged 91 Miler Roa I Pry ey ge 
anyone, and without erring Orpington, Kent. only point here, is that Abram and is those who think 


psychologically, | was perfectly 
justified in mentioning that some 
students “are never likely to 
pass.” Let us examine this more 
closely. Why are they “never 
likely to pass?” Here are some 
of the reasons : - 

1, They do not possess suffi- 
cient variety of experience. 

2. They lack the ability and 

are “probably in the wrong busi- 
ness. 


Co-operation on 
signs at Windsor 


Sm,—A report in your journal 
(July 1) concerned Pepsi-Cola 
(and other) advertisements at 
Windsor, and I shall be grateful 
if you will allow me to put this 
matter in true perspective. 

At a meeting of the Berkshire 


Games had the brilliant idea of 
creating faces out of cigarettes 
—and surely the simplest 
possible faces are then the best? 

Mr. Lewis has written some 
very interesting comments from 
time to time on art in adver- 
tising, but if he is only going to 
say “I uke this and I don’t like 
that,” then he leaves oo 
open for anybody else to 

ell, : ov like this and I r' 


Ranginsed ly who produce woolly 
ane & a far worse, woolly 


To ‘all. ‘these I would recom- 
mend that they frame for their 
desks or bed-heads the first half 
of that famous advertising slogan 
beginning “Don’t Be Vague.” 
In the interests of pubdlic 
sanity, I shall personally be glad 
to send to any applicant a card 
bearing these and suitable 


3. They do not undertake their County and Windsor Planning _ like tha ; for framing. 
studies seriously enough—per- Officers on June 22, our repre- A. S. O'CONNOR. W. H. T. TayLeur 
haps scarcely bother to study at sentative, on being told that a 329 Gray's Inn Road, 1 Dover Street, 
all, number of signs in the immediate London, W.C.1, London, W.1. 
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Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London, W.!. Tel: HYD 7557/8 
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The Dorland Attitude to Commercial Television ... No. 1 


Why 
Duncan Ross 


7s coming to 
Dorland 


E believe the first essential in Commercial T.V. is for 
the advertising part to be as interesting, entertaining 
and as well-produced as the programmes themselves. 

Nothing less than this will be an effective vehicle for carrying 

a selling message or bringing goodwill to the advertiser’s name. 

Duncan Ross is joining Dorland for just this reason. Of one 

of his productions, the Daily Mail said: “What a delight to 

watch a programme which knew what it wanted to say, how 
to say it... and said it”. The way to sell through 

Commercial T.V. could not be better expressed—nor could 

there be a better choice for the job than the man who is to 

head the Dorland T.V. organisation. 


“TRADE T.V. GETS 


TOP B.B.C. MAN” 
News Chronicle 


* 


“BIG CAPTURE 
—Duncan Ross” 
Daily Mail 


* 


“Author/ producer of 


many notable T.V. 
programmes to join 
advertising firm” 

Evening News 


+ 


WHAT THEY SAID IN 1950 

“... Jan Atkins and Duncan Ross, 
two of the most outstanding men of 
the year” Daily Express 


IN 1951 

“If there is any justice in the B.B.C, 
they will consider the claims of Duncan 
Ross when they are handing out next 
year's awards” Observer 


AND IN 1953 


“This man Duncan Ross is a genius, 
he is just about the greatest man of 
Television Documentary in the world” 
Daily Herald 


DORLAND ADVERTISING LTD. 


Incorporated Practitioners in Advertising 


Dorland House, 18/20 Regent Street, London, W.1. Phone WHItehall 0112 


DORLAND 
2» 
b 4 
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tycoons saw in 


their favourite 


S= paper 


uN 
\\ 


a 
at 
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Bic cars for himself or for his fellow directors, or an armada of smaller 


cars for the firm’s travellers—the Tycoon buys both. Vauxhall Motors*, 
and many other motor manufacturers, use THE ECONOMIST for their 


advertisements because they know that it is the Tycoon’s favourite paper. 
*The advertising agents of Vauxhall Motors are W. §. Crawford Ltd. 


The Economist 


22 RYDER STREET * 


ST JAMES’S SWI * WHITEHALL 1511 
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AA survey on expenditure shows 


Advertising is still below its 


NEW BOTTLED 
BEER: NOTLEY 
AS AGENTS 


Courage & Co., Ltd., are 
launching a new bottled 
beer to be known as John 
Courage. 

The introductory cam- 
paign will include half- 
pages in the London even- 
ing newspapers. 

Cecil D. Notley Adver- 
tising Ltd. are the agents. 


New evening 
paper plans 


The new Dublin’ evening 
newspaper is to be called the 
Evening Press, and will appear 
on September 1—as forecast last 
week, 

Advertisement rates will be: 
20s. per s.c.i., with a special rate 
of 30s. per s.c.i. for a front page 
solus eight-inch d.c.; full page 
rate: £200, half-page £100. 

Circulation o 100,000 is 
guaranteed. 

It is reported that corner 
oan in O'Connell Street 

ve been acquired as adminis- 
tration and advertisement offices. 


Beaverbrook shares 


Lord Beaverbrook no longer 
has a majority control of Beaver- 
brook Newspapers. Control, 
however, remains in his family. 

He has given a block of shares 
in the Express to the Beaver- 
brook Foundation, which has 
been established as a British 
Empire Educational Trust. 

Principal shareholders at 
January 1 this year were Lord 
Beaverbrook 375,000, Control 
Nominees Ltd. 464,000, and the 
Hon. Max Aijtken 323,000 
shares. 


pre-war level 


In 1953 advertising was still below its 1938 level in Britain 
—whether measured in terms of volume, or as a proportion 
of national income, or as a proportion of sales. 

This is revealed in Advertising 
Expenditure 1952, prepared for 
the Advertising Association by 
Rodney Silverman, which will be 
on sale on Monday. 


‘Two Freds’ on This survey, containing 40 
statistical tables with charts and 
way to record 


THE FIRST £1,000 


notes, provides figures relating 
More than £1,000 has already 

been subscribed to the pro- 
gramme for the “Two Freds” 
cricket match in aid of 
N.A.B.S. This is a greater 
figure than had. been reached 
at the same date last year, and 
with many replies to the ap- 
peal still to come in the 
organisers, the Fleet Street 
Column Club, are hopeful of 
beating the 1953 record collec- 

tion of over £2,500. 

A full list of subscribers to date 
will be published next week. 
Offers of incentives and gifts 

for the auction are- also 
arriving daily. One of the 
latter is from Ronald Searle, 
who i Sg his original 
coloured design for the cover 
of the programme for sale. 
The match takes place at Hur- 
lingham on September 8. 


to advertising expenditure which, 
it is stated, in scope and detail 


are available for no _ other 
country. 
Provisional figures for 1953 


are included. 


An innovation is an analysis 
of the advertising expenditure of 
local retailers based on a special 
sample survey. 

This shows that the local firm 
in general devotes about 50 per 
cent of its advertising budget to 
the provincial press and another 
20 per cent to outdoor signs. 

Between 350-400 advertisers, 
some 200 advertising agents, as 
well as some 200-300 media 
owners provided the confidential 
information which the Adver- 
tising Association requested. 


* The survey is 
pages 156 and 157, 


LISTED IN 
THE SURVEY 


Included in the Survey are: 
The total expenditure on adver- 
tising in each of the years 
1938 and 1946 to 1953, and 
the ratio of advertising to 
national income. 

® Details of the expenditure on 
each of the different kinds of 
advertising (in newspapers, in 
periodicals, posters, etc.) gener- 
ally for each of the years 1938 
and 1947 to 1952, with some 
data for 1946 and 1953. 

® The turnover of all recognised 
advertising agents in 1938 and 
from 1947 to 1952, and details 
of their expenditure on the 
different kinds of advertising 
in 1948 and 1952. 

® The sources of advertising ex- 
penditure in 1938, 1948 and 
1952: how much of the total 
was spent by manufacturers 
advertising to the general 
— by retailers; by manu- 
acturers advertising to the 
trade, etc. 

® For 1952, an analysis shows 
how much was spent by these 
different kinds of advertisers 
on the various advertising 
media. 

® A table which gives the circula- 
tions and advertisement rates 
of newspapers and periodicals 
in the years 1938, 1948 and 
1952. 

@ Tables relate advertising ex- 
penditure to total sales of 

and services, and to sales 

to the general public, in the 
years 1938, 1948 and 1952. 


PUBLIC 


SERVICE. 


Official journal of NALGO 
A LOCAL GOVERNMENT PUBLICATION 
WITH A QUARTER OF A MILLION 


CIRCULATION SPEAKS FOR 
PLEASE SEND FOR SPECIMEN COPY 
Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. 
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The main results of the Advertising Association’s survey 5 200 


156 
© ADVERTISING ASSOCIATION'S SURVEY 


What is spent on advertising in relation 
to total sales and : 
national income 


“Advertising Expenditure 1952” are summarised as follows: 


The total expenditure on 
advertising in 1952 is estimated 
as £199 million; this compared 
with £121 million in 1948 and 
£98 million in 1938, In 1953 it 
was probably about £230 million. 
(These estimates are for the 
United Kingdom of Great 
Britain and Northern Ireland.) 

Advertising expenditure was 
between 1.2 per cent and 1.3 per 
cent of the national income in 
the years 1946 to 1948, about 1.4 
per cent in 1949, and between 
1.5 per cent and 1.6 per cent in 
the years 1950 to 1952. In 1953 
it was between 1.6 per cent and 
1.7 per cent. In 1938 the ratio 
was about 2.1 per cent. 

Sales-promoting advertising 
(Le. excluding most government 
publicity, advertisements of com- 
pany meetings, classified adver- 
tisements of births, marriages and 
deaths, etc.) amounted to £190 
million in 1952. This was 0.86 
per cent of all sales of goods 
and services, whether to the 
general public or to manufac- 
turers and traders, when valued 
at factor cost (ic. before the 
addition of indirect taxes and 
deduction of subsidies). 


Appeal to public 


One hundred and forty-four 
million pounds was on advertis- 
ing directed to the general 
public, which represented 1.65 
per cent of the total expenditure, 
at factor cost, by the general 
public on goods and services. 

The £46 million spent on ad- 
vertising to manufacturers and 
traders represented, at most, 0.35 

r cent of sales to the trade at 
actor cost, Thus the weight of 
advertising on traders’ goods and 
services was less than one-fifth 
of that on final consumption 
goods and services. 

The ratio for final consum 
tion goods for 1952 was su 
stantially higher than the 
corresponding ratio for 1948, but 
that for manufacturers’ and 
traders’ goods was unchanged. 
While the former was approach- 
ing the pre-war level, the latter 
remained well below it. 

Further analysis of  sales- 
promoting advertising to the 
general public in relation to sales 
of goods and services to the pub- 
lic gives the following results, 
(a) Related to the value of sales 

at current market prices in 
1952 gives a ratio of 1.39 per 
cent, which is 85 per cent of 
the co ratio in 
1938, 


(6) Related to sales valued at 
current factor cost, the ratio 


CLASSIFIEDS 


The Survey shows that 


provided 18 per cent 
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was 1.65 pet cent in 1952, 
which is 90 per cent of the 
1938 ratio. 

(c) When both sales and adver- 
tising are re-valued at con- 
stant (1948) costs, the ratio 
of advertising to sales in 
1952 goes up to 1.83 per cent, 
but this is only 75 per cent 
= A corresponding ratio in 

8 
These figures indicate that the 
average factor cost of goods and 
services used in advertising has 
increased rather more, since 

1938, than the average factor cost 

of consumer goods and services. 
PA. these ratios, however, may 
be subject to considerable mar- 

ng of error, particularly those 
1938.) 


Agents place 
over 40% 


Advertising agents recognised 
by the Associations of news- 


This ratio seems to be increas- 
c: probably because of the 
relative growth of those kinds of 

advertising which are 
ly handled by agents. 
our-fifths of agents’ turnover 
of £92 million in 1952 was from 
expenditure on press and outdoor 
advertising space. Adding in 
production and administrative 
costs means that something like 
90 per cent of their turnover is 
due to those two media groups. 
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Analysis by media shows press holds 
consistent position 


Within the press group, how- 
ever, there have been substantial 
variations. National and London 
evening newspapers, which were 
particularly restricted by news- 
print rationing, had not in 1952 
returned to their pre-war relative 
position, Since 1952 they have 
probably recovered further. The 


provincial press showed less 
variation between the years. 
Magazines and periodicals made 
some relative gain, while trade 
and technical journals contained 
a considerably greater »roporiion 
of all advertising than in 1938. 

Poster and transportation ad- 
vertising, film and slide advertis- 
ing, an exhibitions were not so 
seriously affected by paper and 
other restrictions as some other 
media in the immediate post-war 
years. Consequently they took a 
much larger share of total 
than in 1938. 


) London evening oe 
c) Provincial morning. . 
d) Provincial evening . . 


. —_ = 


Total daily .. 


a ations Sunday 
rovincial Sunday . 

Other weekly, 
bi-weekly, etc, 


Total weekly 


2. M and 
Pertodicals 


if Weekly 
on! 
‘c) Genel 


20,200 
$,220 
680 


Average rates per thousand (weighted by frequency of publication) 


Year 
(a) National newspapers : pence 
inc London evenings) 
(b) Newspapers : pence 


(c) Magazines and periodicals : shillings 
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1953 volume up to 85% of pre-war rate 


Manufacturers’ 


appeal to 
public 


About one-half of all advertis- 
ing in this country is advertising 
by manufacturers to the general 
public. Another one-fifth is by 
retailers and suppliers of services 
to the final consumer. 

Between one-quarter and one- 
fifth of all advertising is directed 
to manufacturers and traders. 


The expenditure of the 
different pa of advertisers is 
analysed by media. 


Local retailers and suppliers of 
services spent about £32 million 
on advertising in 1952. One- 
half of this was in the provincial 
and suburban press, and another 
20 per cent was on outdoor 


signs. 

Amongst firms advertising 
mainly to the general public, the 
smaller firms perhaps devote a 
rather lesser proportion of their 
advertising to the national news- 
papers, substantially less to radio 
and film advertising, and rather 


more to magazines and 
periodicals and exhibitions. 
Amongst firms advertising 


mainly to other manufacturers 
and traders, the smaller firms de- 
vote a substantially higher pro- 
portion of their advertising to 
trade and technical journals and 
directories. This means that 
they spend relatively less on 
most other kinds of advertising 
than the larger firms. 


COMPARISON WITH 
AMERICA 


A comparison of the distribu- 
tion of advertising expenditure 
between media in the United 
Kingdom and the United States 
shows : 

(a) American advertisers devote 
relatively more to daily news- 
papers and to radio and 
television. 

(6) British advertisers devote 
relatively more to magazines 
and periodicals, to trade and 
technical journals and to 
poster advertising and out- 
door signs. 

(c) The remaining items, includ- 
ing advertising in Sunday and 
weekly newspapers, trans- 
portation advertising, film and 
slide advertising, catalogues, 
leaflets, etc., and dealer aids 
are not shown separately in 
the American estimates, while 
direct mail is not separated in 
British estimates. Production 
costs are distributed over the 
media before making 
above comparisons. 

Comparison with Denmark, 
France and Italy indicate that 
press advertising is always 50 per 
cent or more of the total, while 
in Denmark it rises to about 
70 per cent. In France radio 
advertising is quite important. 


‘REMARKABLE CHANGES’ IN EXPENDITURE REVEALED 


When expenditure on vari- 
ous kinds of advertising in 
1938, 1948 and 1952 is calcu- 
lated at constant (1948) costs 
some remarkable changes be- 
come apparent, which are 


partly concealed by 
corrected expenditure 


the un- 
figures. 


® The total volume of adver- 


tising directed 


to 


the 


general public in 1948 was 
about one-half of the 1938 


volume, By 1952 
risen to about 
quarters of 1938. 


it had 


circulations of 

and periodicals. 
expenditure increased by 
about 15 per cent, the 
volume of advertising in 
1953 was to about 85 
per cent the pre-war 
volume. 


@ The volume of display ad- 


vertising in national 


and 


London evening newspapers 


in 1952 was onl 
cent of that in 1938, 


87 per 
despite 


a 60 per cent increase in 


newspapers — creased 


circulation. In 1953 it rose 
to 103 per cent of 1938. 

® Provincial daily newspapers 
increased their circulation 


play advertising in the two 
ay together increased 
y 54 per cent by 1952, and 
Set ee oe 
pre-war in 1953. 


@ Magazines and periodicals 


substantially increased in 
circulation, and the volume 
of advertising in them in- 
by about 40 per 
cent by 1952, and by about 
65 a cent by 1953, over 
1938. 


© Poster and 


transportation 
advertising, which has been 
to some extent limited by 
the Town and Country 
Planning Act since 1948, 
has shown a small growth 
in volume. This may be 
due, in part at least, to an 
increased use of available 


® Although no volume figures 
were calculated, it may be 
said that radio advertising 
was a long way below the 
1938 level. Bn lish lan- 
guage broadcasts for adver- 
tising purposes are virtually 
restricted to Radio Luxem- 
bourg, whereas before the 
war there were several 
French stations in the field. 
There was also a greater 
volume from Radio Luxem- 
bourg alone in 1938 than 
in 1952. 


© Theatrical film and slide 
advertising has trebled in 
volume since 1938. This 
is a continuation of a pre- 
war 


® Printed advertising matter 
of all kinds was at only 
about 40 per cent of its 


pre-war level in 1952, 
although expenditure had 
just ubled. The great 
increase in costs dis- 


couraged advertisers from 
using it. In 1953 it may 
have reached 50 per cent of 
pre-war. 
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Distribution of Advertising Expenditure by Media, 1952 


oc . 


” higher 


DISTRIBUTION OF ADVERTISING EXPENDITURE BY MEDIA IN 
THE UNITED KINGDOM AND THE UNITED STATES 
percentages 
1952 
United United | United United 
Kingdom States | Kingdom States 
1. Morning evening newspapers 25-8 410 214 346 
2. Magazines and periodicals be 100 89 123 86 
4 ter . . 4 
5. Radio . oe 20 95 03 95 
> bl ds oe _ = = B 
. Direct mail .. os 4 P 
8. Miscellaneous (inc. farm papers) jars {33 pase {iss 
Comparable Totals 100-0 100-0 100-0 100-0 


CONTRAST WITH 
OTHER LANDS 


A comparison of advertising 
and national income in the 
United Kingdom and the United 
States shows advertising to have 
been substantially heavier in the 
U.S.A. both in 1938 and since 
1946. Thus expenditure on 
comparable items in 1952 was 
£178 million in the United King- 
dom, or about 1.4 per cent of 
the national income, whereas in 
the United States it wag $7,150 
million, or about 2.5 per cent of 
the national income. 

The ratios in 1938 were 1.8 per 
cent for the United Kingdom and 
2.8 per cent for the United 
States. Hence the difference be- 
tween the weight of advertising 
on national income inthis 
country and the United States is 
slightly greater now than pre- 
war. 

The ratio of advertising to 
national income in Australia and 
Denmark is probably nearly 1.0 
per cent (when calculated on a 
comparable basis to the United 


States figures). In France and 
Italy the ratio is a little over 0.3 
per cent. 

Thus, as might be expected, 
the weight of advertising on 


national income is much greater 
in the United States than in the 
United Kingdom. This country, 
however, has a substantially 
ratio than any other 
country for which information 
has been obtained. 
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ADVERTISER'S WEEKLY 


MPs say: ‘Ban these 


(banned) posters’ 


Posters—banned by the joint censorship committee of the 
poster advertising industry—have been appearing to advertise 
a play “Ladies for Hire” at the Camberwell Palace, London. 


There have been two re- 
actions : — 

Three M.P.s who protested to 
the Lord Chamberlain were told 
by him: 

“The position concisely is 
that I have licensed the play, 
‘Ladies for Hire,’ for publ 

oduction, and the Camberwell 

lace is within the Central 
London area, of which I am the 
theatre-licensing authority. I can, 
therefore, regulate the advertise- 
ments displayed on the theatre 
building itself, but not else- 
where. 

H. H. Mallatratt, secretary of 
the poster industry's censorshi ip 
committee, told ADVERTISER'S 
WEEKLY: 

“The posters in uestion 
were actually brought before my 
committee on June 11 last, and 
they were immediately barred 
from being displayed upon the 
poster advertising stations under 
the control of members of the 
associations represented by that 
committee. 

“My committee has repeatedly 


barred posters containing exces- 
sive nudity or suggestiveness; 
and in many instances, while the 
bar has been respected insofar as 
the whole of the trade is con- 
cerned, the rs have been dis- 
played by the theatres themselves 
upon their own sites and upon 
their own theatres. 

“It is a constant source of 
complaint and annoyance to my 
committee that these advertise- 
ments should be allowed to be 
displayed, and if the Lord 
Chamberlain would only fulfil 
his ap ppeeens powers of control 
over the theatre sites under his 
licensing authority it would add 
greatly to the complete elimina- 
tion of this type of advertise- 
ment.” 

The bodies represented on the 
joint censorship committee are: 
the British Poster Advertising 
Association, London Poster Ad- 
vertising Association, Solus Out- 
door Advertising Association, 
— Transport Commission, 
and the Theatres National 
Council. 


‘Adequate powers for prosecution’ 


The Parliamentary Secretary to 
the Board of Trade, H. Strauss, 
has denied that the Merchandise 
Marks Acts have proved in- 
adequate for the initiation of 
prosecutions for false trade 
descriptions, 

Mr. Strauss said that three 
prosecutions for offences against 
the Acts had been brou Be 
his Department in the year 
ing July 5, 1954. One case now 
awaited trial. Convictions were 
obtained in the other two. He 
said there were only two pro- 
secutions in the whole period of 
office of the late Government. 


Seeking new 
house symbol 


Hundreds of entries have been 
received for a competition to 
find a new house symbol for 
Marks & Spencer Ltd. The 
competition closed on Monday. 

Entries were invited from arts 
schools and colleges throughout 
the country, which were cir- 
cularised with details of the 
competition. Established com- 
mercial artists were also invited 
Marks & Spencer Ltd 

arks ‘ 

to be able to announce 
results of the competition at the 
ae ia the month. Entries will 
re by J. Baker-Harber 
heed of Marks & Spencer Ltd.'s 
—- and art production 
> oe and designer Tom 


Stepping up 
tourist ads 


In the year ended March 1954 
tourism Britain brought in 
about £2 million more than 
British residents spent abroad. 

During the same period the 
British Travel and Holidays 
Association distributed about 
74 million books, booklets and 
folders, posters, leaflets, maps, 
magazines, press notices, major 
circulars and miscellaneous pub- 
licity material—13 per cent more 
than the previous year. 

The Association's 26th annual 
report shows that many new 
publications were produced by 
the Association during the year, 
as well as films for ordinary and 
television showing. Coming 
Events, the Association's monthly 
magazine, increased the number 
of its subscribers from 12,500 a 
year ago to 18,635 by the end 
of May 1954, and now claims 
a circulation of over 100,000 per 
issue. 


Silverstone record 


Despite bad weather, 90,000 
ae a went to the Daily 

press-sponsored Grand Prix at 
Silverstone on Saturday—a 
record attendance. The event 
also achieved record publicity 
with TV and radio commentaries, 
and extensive press coverage. 


This entry A. i Waterlow & Sons Lid. won joint first prize in the McGraw- 


Hill natio 


window display competition for the Singer Sewing Book 


Window display competition results 


‘STROUD JOURNAL’ 
CENTENARY 


Last Friday the Stroud Journal 
reached its centenary, which it 
eye with the publication 
of a 32-page supplement strongly 
supported by advertising, much 
of which had a _ centenary 
“angle.” 

One feature of the Centenary 
Supplement, entitled “Advertis- 
ing and its relation to pro- 
ductivity” outlines the service 
for traders which the Journal 
has developed since the war and 
which comprises advice on cam- 
— and the preparation of 

outs and copy, illustrations, 
= sve er ol features and dealer 
co-operative advertising. Two 
advertisements prepared by the 
Journal for local advertisers, are 
reproduced as illustrations to the 
article. 

The first issue of the Journal, 
containing a map of the Crimean 
War campaign, appeared when 
Britain was emerging from the 

“Hungry Forties.” 


The McGraw-Hill national 
window display competition for 
the Singer Sewing Book reached 
its climax last Thursday, when 
Terence Morgan, the film actor, 
presented prizes to the winners 
at the Oxford Street Singer 
Shop, and announced that sales 
of the British and American 
edition had passed the 1,000,000. 

Joint first prizes were presented 
to Waterlow & Sons, Ltd., book- 
sellers and printers, and W. 
Heffer & Sons, Ltd, of 
Cambridge. Third prize went to 
the Methodist Youth Centre, and 
the fourth to John Baird, of 
Hove. 

The entries were judged by 
a team comprising: Herbert 
Howarth, National Book League; 
Eric Lucking, national chairman, 
British Displays Association; 
Leon Goodman, of Leon Good- 
man Displays Ltd.; and Miss 
Joanna Chase, editor of Woman's 
Own. 

On the same afternoon the 
B.B.C. woman’s television pro- 

gramme hailed the Singer Sew- 
ing Book as the “Mrs. Beeton 
the sewing world.” 


FISH INDUSTRY IS REMINDED 
‘Advertising must be sustained 
to yield full results’ 


In 10 to 20 years’ time the 
fishmonger’s shop will be a 
parlour of beautiful refrigera- 
tion cabinets supplemented by an 
alluring array ’P attractive con- 
sumer packs and delicacies. And 
publicity is the instrument that 
will work the change. 

So states a leading article in 
Fishing News. The fishing 
industry is in the - process of 
learning the importance of pub- 
licity and advertising, it adds. 

Commenting on the increased 
demand for fish the journal 
adds: “We think some credit is 
due to the various publicity and 
advertising moves organised by 
the White Fish Authority and 
the British Trawlers’ Federation. 

“But it must not be imagined 
for a moment that the full fruits 
of these campaigns have been 


garnered. Advertising must he 
sustained over a long period to 
yield full results. It is repetition 
that does it.” 

Repetition had made the 
Whispering Fish character 
accepted and the very sight of 
him now registered “Fish” in the 
public mind, Relatively few 
in the industry applied the 
principles of publicity adequately 
and with sustained endeavour. 

“But the practice will grow. 
The lead given by the White Fish 
Authority will surely be followed 
and the new generation, showing 
capacity and enterprise, that is 
coming up in the fish industry 
will find itself using publicity 
more and more to win accept- 
ance of the consumer packs of 
quick frozen foods and pre- 
cooked delicacies now being 
marketed.” 


ms . i —_— ee —_ oh 
; ee 158 Jury 22, 1954 
; a PH 12 SINGER Sewing Book EE 
ey “ if a 
Toe 86° 97e, 
es ; > j P + * Vv : ’ 
a ee rr AB ria «=e 
Dh * ; 
Bia 4 ak ' 4 ca | ' 
- - ; 
Ng ee 
- 
tty 
aes i 
aie 
We 
oA : 
i “i : 
cg ie 
ee : 
ee 
#2: $ 
1, + 
2 Me _ —— a _ a - PA at: A ea = : a. r % _— : “= aa : i : : . 
q 3 ; : one ae Gs * : a ¥ be ae iy a a - 7 1 Reni > eee 4 i, ra F F 
a ee! i 86 ae: Lo ae a Sa 


Juty 22, 1954 


159 


ADVERTISER'S WEEKLY 


NEWSPRINT: Not much chance of extra 
supplies next year 


In the House of Commons 
Mr. Heathcoat Amory, the 
Minister of State, Board of 
Trade, said that: Bearing in 
mind both the balance of pay- 
ments and the difficulties of 
supply, he did not see much 
chance of authorising any addi- 
tional quantities above the 
100,000 tons authorised for next 
year. 

He was es to Lieut.-Col. 
Lipton who said: “The pros- 

ts of decontrol in 1955 have 

me much less favourable 
because the United Kingdom is 
unable to produce the 50,000 tons 
required. Will the Minister 
sanction the purchase of that 
additional newsprint from 
Canada or Scandinavia instead 
of hanging on to this control 
like grim death?” 

Comment by F. P. Bishop, M.P., 

eral manager, Newsprint 
Supply Company: “We are still 


in consultation with the Ministry, 
but until the supply position is 
more encouraging it is not by 
any means certain when any 
decision will materialise.” 

Comment by Lord Cornwallis 
of Linton, chairman at the annual 
meeting of Albert E. Reed 
& Co., Ltd., paper manufacturers: 
“We have been able to maintain 
our programme of full produc- 
tion, however, only at the price 
of reducing our stocks of raw 
materials, as the currency allowed 
} a Government for the pur- 
chase of woodpulp was not suffi- 
cient to enable us to run fully 
and at the same time maintain 
our stocks.” 

by the Daily Express 

in a leader on Tuesday: “What 
can it be? Is it that the news- 
papers are held in chains in 
order to leave a surplus of adver- 
tising to help establish com- 
mercial television?” 


500 weeklies invited to 


join competition scheme 


Nearly 500 weekly newspapers in Britain are being invited 
to promote competitions for their readers on a co-operative 
basis for a trial period of six months. 


Closing date for acceptances 
from a is August 31, 
and it is probable that the first 
competition will be launched at 
the end of September or the 
beginning of October. The com- 
mittee responsible for this 
scheme comprises J. Pendlebu 
(Bolton Standard), R. Richar 
(Weekly Post Newspapers), Mar- 
tin Vallmar (United Metropolitan 
Press Lid.), and Meredith Whit- 
taker (Scarborough Mercury). 

The idea is that weekly news- 
papers should join together in 
promoting an identical monthly 
competition for their readers and 
a prize of £1,000 is envisaged. 

Material for the six trial com- 
petitions will be provided by 
General Film Distributors Ltd., 
who will, if the scheme goes 
forward, provide participati 
newspapers with stereos for ae 4 
competition. 

Details of four of the six trial 
competitions have gone out to 
newspapers and are in line with 
a tie up with the J. Arthur Rank 


— 
e fee payable by news- 


papers participating § in 
scheme is at the rate of 10s. 
per 1,000 of circulation on the 
atest A.B.C. (or other compar- 
3 figures, with a £3 “joining 
~ 


Thus, for the trial period of 
six months, a newspaper with 
a circulation of 10,000 is asked 
to remit £33. 

Entry fees for the first six 
competitions will be pooled, to 
defray costs, and any surplus will 
be devoted to building up a re- 


‘Junior Mirror’ 
in September 


important new national 
lication will be aoe 
the group in September. 

The publication is “Jun 
Mirror,” a 12-page weekly 
priced at tw b> 

No details of the exact form 
the publication will take are 
yet being released. 


serve fund with the ultimate 
object of making the scheme free 
of cost to members, or increasing 
prize-money to make the com- 
petitions more attractive. 

Readers will be asked to 
address their entries to individual 
newspapers. The latter will 
then extract the entry fees and 
forward the entries to W. H. T. 
Tayleur Ltd., 1 Dover Street, 
W.1, who will judge the com- 
petitions. 

It is intended that each com- 

tition shall be published in at 
east three consecutive issues of 
participating newspapers. 

At the same time as they cir- 
culate the list of prize-winners, 
W. H. T. Tayleur Ltd. will send 
the amounts of the prizes to the 
newspapers through which the 
winning entries were made, so 
that those newspapers may them- 
selves pay the winner. 


“Power Laundry” stand at trade 
exhibition. 


Laundries to 
spend more on 


. om 
publicity? 
Launderers may soon be de- 
voting one per cent of their 
turnover to collective publicity 
and public relations when a new 
Laundry Development Corpora- 

tion comes into being. 

The project was discussed at 
last week’s Laundry, Dry- 
Cleaning & Allied Trades Ex- 
hibition at an open meeting 
organised by the Pall Mall Sales 
Discussion Grou f which 
Ancliffe Prince, editor of Power 
Laundry, Dyeing & Cleaning 
News is hon, secretary. 

The journal's stand—which 
became known as “The Rendez- 
vous”—was one of the highlights 
of the Exhibition. There, 
visitors from Britain and 24 
other countries met to discuss 
their problems with members of 
the paper's staff, rest and take 
the refreshment provided. 

Don Mitchell, news editor, 
organised three highly successful 
meetings for dry-cleaners. 

Power Laundry, Dyeing & 
Cleaning News is publishing a 
complete review of the ° 
hibition on July 30. 


Sah 
Linotype’s new 
type faces 


Linotype and Machinery Ltd. 
have produced a new type face 
designed for newspaper, periodi- 
cal, and general composition. It 
is called Jubilee, because it was 
mainly produced last year, the 
50th anniversary year of the 
establishment of the company 
(although the linotype machine 


actually made its début in 
Britain in 1889). 
series will consist of 


roman with a related bold, and 
roman with italics and small 
caps, both series in six to 12 
int. Jubilee has been designed 
in the belief that, to survive the 
ordeal of stereotyping, a t 
face must be sturdy, and 
from thin 
serifs. 


ree 
lines and delicate 


‘MIRROR STILL 
GAINING 


Circulation increases continue 
to predominate in the latest 
A.B.C. figures for the first half 
of this year, though there are a 
good many exceptions. 

The Daily Mirror figure was 
some 60,000 above that for July- 


December, 1953, while the 
Sunday Pictorial has risen by 
about 70,000. Other papers 
registering an increase are the 
People, Star, and Financial 
Times. 
LATEST FIGURES 
Aud. Sales 
Jan.- July- 
June Dec, 
1954 ~ _ 1953 
The Times 220,834 220,990 
Daily Mirror .. | 4,664,919 | 4,607,516 
News Chronicle .. | 1,315,771 | 1,360,943 
Financial Times 65,599 60,232 
News of the World | 8,134,826 | 8,138,5 
People - .. | 5,067,445 | 5,139,519 
Sunday Pictorial .. | 5,446,255 | 5,373,027 
Star ¥ .. | 1,002,546 | 1,100, 
Stirling Observer 
series .. és 16,542 16,494 
Hendon and Finch- 
ley, Times series 37,031 36,179 
Ilford Recorder .. 37,778 36,201 
Richmond Herald 
and Barnes and 
Mortlake Herald 10,582 10,382 
Burton Daily Mail 21,468 


vening 
Telegraph oo 
Cumberland Even- 
ing News 
Halifax Daily 
Courter 
Guardian ae 
Manchester Even- 


Daily 
Evening Gazette 64,198 66,695 


Yorkshire Evening 
Press 


Western Inde 4, 6,148 
Blackpool Gazette 
Herald. 24,342 24,687 
Black Gazette 
47,097 46,958 


Chorley Guardian 
and Leyland Ad- 
vertiser 


3 
~ 
3 
3 
= 
= 
a 


Cumberland News 7177 38,434 
East Kent Gazette 10,045 9 488 
Grantham Journal 20,524 20,349 
Maidenhead Ad- 

vertiser 13,766 13,354 
North Wales Week- 

ly News series .. 20,946 20,923 
Prescot Reporter . . 9,599 9,077 
Romford Recorder 21,449 20,941 
Surrey Advertiser 

County 

Times 

Wednesday edn 11,302 11,099 

Saturday ,, 4,121 33,573 
ome Counties 

jewspapers 

series : : 132,860 129,729 
Beds and Herts 

Pictorial as 16,826 15,414 

and Herts 


La ad Tele- 
plete ley ‘District 


Gazette ee 3,329 233 
Bucks Advertiser. . 9,265 9,010 
Dunstable Borough 

Garette 5,387 5,076 
Harpenden Free 

Press .. os 2,966 2,909 
North Bucks Times 2,614 2,574 
Luton News os 99,124 37,626 
West Herts Post,. 13,294 12,758 
Leighton Buzzard 

Observer ot 6,728 6,663 
Herts Pictorial .. 9,892 9,578 
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Associated Newspapers 


Ad department 
big changes 


Associated Newspapers announce 
a number of appointments amongst 
the executive the advertisement 
de .¥ 

B. Harbud, at present adver- 
tisement manager of the Evening 
News, is to undertake important 
new duties for Associated News- 
papers Lid. affecting the complete 
Kim of papers. In order to free 

m for this assignment the follow- 
ing appointments have been made: 

» ©. N. Reeves has been 

inted advertisement manager of 
Evening News, 
ie B, Seott has been i 
advertisement manager of ative 


Sketch, 
Smale, who was “al 

advertisement manager of the 
Mail, now becomes olncieumens 
manager, and 8S. Kershaw-Smith is 
appointed ara edverfisuinent 
manager 5 = Daily Mail. 

A. ivray, who has 

nt advertisement manager of the 
{gin ods Mail, becomes advertise- 
ment manager, and W, P. Mott is 
appointed agg advertisement 
manager of the Weekend Mail. 

* * 


J.W.T. departments split 


TV and radio have 
separate departments at the J, Wal- 
ter Thompson Co., Lid, Stanley 
Maxted has been appointed head 
of the TV department. Peter Wil- 
son remains as head of the radio 
department. Michael Patmore will 
continue to be the director in Firmen 4 
of both departments. Mr. Maxted, 
who was first associated with 
J.W.T, during the early days of 
Radio Luxembourg before the war, 
recently returned from America 
where he has been for six months 
studying all aspects of TV. 

+ * 

E. F. Mitchell, yt atipad 
sales manager, 
Rotary Club's new ae. 19 

* * . 


F. L. Fincham, formerly of 
FP. H. Marlow Ltd., has joined S. 
Presbury & Co., Ltd., where he 
will be concerned with the pro- 
duction of filmlets and slides. 

* +. —_ 

Jack Sullivan, press representa- 
tive for Universal International 
Pictures for the United Kingdom, 
has returned to London after — 
ing Dublin where his Picketeoe.” 
filming “Captain tfoot.”” 
Ernest Anderson has ented in 
Ireland from America to supervise 
publicity for John Huston’s pro- 
duction of “Moby Dick.” 


News About 


pom Liverpool, 
vertising r to 
Birmin ham store. ep 
post = Scltridne’s 


. 
The fol changes * il take 
place following “change Chronicle 


pay as from August 1: 
: Bulloch, at t ya 


deputy advertisement manager, 
be financial advertisement man- 
r; R. Prentice will become dis- 

y advertisement manager 
Investors’ Chronicle while remain- 
general advertisement manager 
of its associated publication, The 
r; Sidney Corbett will ccase 

be a representative on 

Iogiew Chronicle s become ad- 
vertisement manager of The Banker. 


. o 
Wymer leaves E.M.1. 


P. ©. Wymer, who has been 
press officer to the E.M.I, group of 
companies since 1948, relinquishes 
that appointment at the end of 
July to become press officer for 
Mullard Lid. He is succeeded by 
H. John , journalist and pub- 
licist. Mr. cr will be responsible 
directly to G, J, Freshwater, adver- 
tising controller of E.M.I. He will 
be ant by pe Sante, 


M. N. Boyde, pu 
Foundry Services arr ~s Bae 
Polygram Casting Co., Lt 


The staff of Garlands joined nearly 
80 advertisement directors, managers 
and representatives for a farewell 
party for Alec Dorling, who is 
retiring after more than eight years 
as Garlands’ space buyer and over 
40 years in Fleet Street. On behalf 
of the directors and staff of Gar- 
lands and their associated companies, 
Sidney T. Garland (above, left) 
presented Mr. Dorling with a gold 


S. Maxted 


Service, Dublin, has been a 
chairman of Springs Ltd., 


= enslctent a 
. J. Smith & Saphigw Ltd. 
a of Elastoplast, ‘ 


ceeded at Garlands 


to the marketing and media director, 
L. W. Desbrow. Mr. Scarboroug 
has for the past three years been 
buying space at Mather & 
newcomer Fis Gar- 
lands’ space department is 

Hook who is now assistant space 


— 1 aw M.P., a member of 
of the Institute of 
Public Role Relations, took the chair at 


an oe dinner attended by 


Cox, Lobby 
correspondent the es 

Chronicle, who afterwards 

on the ae Sumatens of the 


Tuesday Miss Hilda M. 
Mealey, who ms completed 25 years 
in the advertisement department of 
the Investors’ Chronicle, where she 


is in charge of , Was entertained 
to a private lunc at the House 
of <sanete, organised by Com- 


mander R. A. Allan, M.P., iS man 
and general manager of the 
an Assistant Government Whip). 
by ten Fe id ye ey M 
( ) 
he -¥- the editorial and Ea ma 
staffs. 


ment 
* — * 

Michael W. who has joined 
C. Mitchell & Co., Ltd., as a senior 
account executive was formerly on 
the publicity staff of Marconi's 
Wireless Telegraph Co., Ltd. Mr. 
—- was an gaecutive assistant in 


Bomba Ltd., in 1937, 
romaine a, until 1940. 
* * 


haat ot « eaeunendaes 
Sir Arthur Smout, has resigned 


Bernard formerly A _ 
Shipping Wont Ltd., has been 

inted advertisement manager 4 

lectroplating and Metal Spraying. 


POO 


»»eand one person out of every three 


reads the 


Sunday Pictorial 


every week 


Every week one family out of every three 

in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,446,255, the 
Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 

adult member of the family on the best 
advertising day of the week—the day they have 
time to read advertisements at leisure, and 
sales messages sink in. Space in the 

Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 
thousand rate has increased much less than that 
of any other Sunday newspaper. 


—_ ae, a | 4 Ree eo pee = a ee Re ee) ee ae ae a Bs LE of 
+ sae | ame - Ee 7 
Pe te a - v 
: JuLy 22, 1954 161 ADVERTISER'S WEEKLY 
¢ 
" 
: 3 
A ie 7% 4 ‘ 
ae 7 eS i ‘ i 
“ 4 ‘ ‘ <>} - 7 
¢ ‘ ; <4 7 Mae - ' Ne ‘> 
we ., - 2 *, : mn! es as 
ya et 
: \ toa s 7 ‘ -@ p : 
fi : = Se yy yl 
. ‘ Ce > ; ?@ Boe 
“2 ae a ie 
> a : > © 
~ ae - : 
m , — se a y x 
— ie te : . 
¥ . ie .% 7 
- ~~ -—Z “ va pe for * 
“ Te 9 * = . e- 
7 ae | 
ph. ae i 
“ie ae = P : | 
: : ; “id cr : \ ae q 
Pin’. x J, 
‘ , te a << ce < 
A . es y aa at ‘ 7 
v , gis a % Or 
Z a ry. . , as 
, > Sa > — 7 
‘ —_—.. * 4% . . 4 ! 
x \ Bs. - . be , > 
: ' « Rat: 5. », a 
yd ay " ak va = te a —" Re ee a wa 
; - . -j * et ae hc. we aa ‘ice : 
, yt ge ba 5 jee oe 3A ~ a. ‘ gon _ “<< i 7a _ ' 
“a 3 a) em oF . PE s ‘ we 5 a. a 
’ y ol : a a = / ale adh * - ee if 
\ ° Cee ‘a — 
. : - ‘ : ile woe o. ger i ; 
é q of & F re : “es ; es ¥ » , wert. 
, : li \e & : a <a a ne ‘ 
ri 7 , oe. we ay. : 7 — . i Ma ee 
’ > ~ oS 4 ae aa ; a 
7 A os ‘ ‘ _ 4 . ; 
. te oe * - £ " Ww y Be a ag 
= _- ; , 4. a : . r Ja rhs a - 
a a Oe a4 ‘" 
Th muy Se ee ‘Z ™- ££ Ff 
" . Gee a Wana Ler ¥ Se ss —* a, ay a 7 ‘ ; 
——_ 7 ; ag a. i ’ ‘ 
CO . . 3 
S| ; 
be 
Ma" 
a 
D 
4 
7 
a of 5 gles: ce aa ike q i de - 


ADVERTISER'S WEEKLY 


A Kick bene Cookie 
Peet freee bagheh Quality 


manent oF 


25¢ Tamoul BISCUITS 


Meccoe toposes eeeeses 


For their Canadian advertisements, 
Peek Frean's absorb local colour 
with their “Cookies . , .”" slogan 


Why no ads for 
local meat ? 


“If it pays to advertise milk 
what about home-produced 
meat?” asks a correspondent in 
the Farmer and Stock-breeder. 

He adds: - 

“if all county and branch 
N.F.U.s in production areas 
became responsible for the fol- 
lowing matters, local meat might 
return as the food of the locality, 
to the financial gain of all: — 

“Advertising where in the 
neighbourhood local meat is on 
sale. 

‘Asking the local hotels and 
the catering trade to advertise 
the fact when local meat is on 
their menu. 

“At all agricultural shows stage 
a stand to exhibit and sell local 
cooked meats.” 
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Success stories of U.K. selling 


in Canadian market 


ADVERTISERS WINNING ‘RICH REWARD’ 


A brochure called “Successful U.K. Selling in Canada” 
has been published by the Canadian Daily Newspapers 


Association. 


It describes the manner in which a number of 


British manufacturers are successfully advertising in that 


country. 


These advertisers, says the 
Association, are currently win- 
ning for themselves—and to their 
country’s advantage—a “reward- 
ing share of the rich Canadian 
market.” 

Some facts which must be 
taken into consideration by 
British advertisers are included 
in the brochure by the Associa- 
tion, who represent 103 daily 


papers, : 

¢ importance of confining 
advertising campaigns in Canada 
to a limited area is stressed, as 
there is no national press cover- 
ing the 4,000 miles between New- 
foundland and British Columbia. 
Instead, the Canadian customer 
—“one of the most sought after 
in the world”—must turn to his 
local dailies for information on 
consumer g 


‘Leap-frog’ drives 

The buying potential of 15 
million Canadians—estimated by 
the brochure to equal 25 million 
similar customers in this country 
—-the spectacular promise of 
Canada, the unparalleled respect 
which the Canadian’s currency 
enjoys, and his high average 
income are listed as reasons for 
any manufacturer to seek a 
Canadian outlet. 

“Leap-frogging” of sales cam- 
paigns from district to district is 
recommended in a passage from 
the Board of Trade Journal 
quoted by the brochure. Tech- 
niques appropriate to the district 
concerned should be employed, 


The Double Diamond “Little Man,” 


back again at the Dominant Sites’ 


position at the corner of Piccadilly and Swallow Street, London, saunters 


into the bar parlour of the inn, 
devised and produced for Ind 
Publicity Lid., by Dominant Sites 
Signs Lid., Berkeley Electrical Lid., 
Brothers Ltd. 


odicall 


reappearing, The display was 
yo | Allsop Lid., through Outdoor 


td,., with the co-operation of Russell 
H, W. Bassington Ltd. and Fisher 


roduction was under the direction of G. BE. Webb. 


says the Journal, to allow success 
in one district to pay for en- 
deavour in another. 

The brochure reproduces many 
advertisements for British pro- 
ducts recently seen by Canadians 
in their daily papers. Names of 
the manufacturers, distributors in 
Canada, and in my hee cases of the 
advertising agents handling the 
campaigns are given. A separate 
page of the brochure is devoted 
to many of the advertisements, 
with the comments of the adver- 
tisers on the success of their 
Canadian advertising and market- 
ing attached. 

Among the advertisers featured 
are Rowntrees’ Black Magic 
chocolates, Austin, Dolcis, 
Viyella, the B.LF., McVitie & 
Price, British Lace, Andrews 
Liver Salts, Pye Radio Ltd., 
Dunlop, B.M.K. Carpets, Luco- 
zade, Spratts, Kiwi, Peek Frean 
Ltd., Morris Motors, B.O.A.C., 
and the British Travel Associa- 
tion. 

The Austin Motor Co. 
(Canada), Ltd., state that already 
80,000 Austin cars have so far 
been sold in Canada. They 
tackled the 4,000-mile wide 
market by establishing a chain of 
dealers and backed them up with 
four major part centres. Their 
sales they regard as proof of 
their success and of the “tremen- 
dous ‘ye still waiting to be 
tap 

e average Canadian cus- 
tomer, says the Association's 
foreword to the booklet, is 
favourably disposed toward pro- 
ucts manufactured b the 
United Kingdom. “Therefore his 
patronage, if intelligently sought, 
can be readily and most profit- 
ably found.” 
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Different colours for the typefaces 
enhance the effectiveness of this 
poster by Sams. 


Print machinery 
exhibition 


The tenth International Print- 
ing, Machinery and Allied 
Trades’ Exhibition will be held 
at Olympia a year hence— 
July 5-16, 1955. The previous 
one took place in 1936. 

To be known by the abbrevia- 
tion “Ipex,” the exhibition is 
promoted by the Association of 
British Manufacturers of Printers’ 
Machinery and will be organised 
by F. W. Bridges & Sons, Ltd. 
Spottiswoode Dixon & Hunting 
Ltd. are the advertising agents 
for the exhibition, which will be 
publicised by press advertising, 
posters, folders and leaflets. A 
monogram for use on letter 
headings and elsewhere shows the 
word “Ipex” being printed by a 
rotary press. 

At a reception last week ques- 
tions about the exhibition were 
answered by J. O. Crabtree (R. 
Hoe & Crabtree Ltd.), chairman 
of the Association’s exhibition 
committee, and Major-General 
E. L. Bols, director of F , 
Bridges & Sons, Ltd. The exhibi- 
tion will include products from 
practically all the large Western 
European manufacturers and also 
from the United States and 
Eastern Zone territories. 


A section of the Confectionery 
Production Manual 1954 is 
devoted to the art of window dis- 
play and in this a strong recom- 
mendation is made to appeal to 
children. “It is a mistake .. . 
to imagine that children also are 
not becoming more ‘choosey.’ 
When the present sugar satura- 
tion period is past children will 
want as good a choice as their 
betters expect now. They may 
want it as well presented. 
Already certain manufacturers 
are anticipating this trend. 

The confectioner’s window, 
is stated, should not be Saad 
to any propagandist who wants 
to use the window as a poster 


Children becoming ‘more choosey’ 


site “unless the retailer has many 
windows more than he needs for 
the proper display of nationally 
advertised lines.” 

The manual includes a direc- 
tory of confectionery manufac- 
turers, a list of makers of 
machinery for all phases of con- 
fectionery production, and a 
directory of firms supplying 
materials, essences, and com- 
pounds used in the production of 
confectionery. Trade names and 
brands are listed against a 
description of the product and 
the manufacturer. 

Publishers of the manua] are 
the proprietors of Confectionery 
Production, Surbiton, Surrey. 
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- 
They’ve brought home 


many a “ship” 


Many of the ‘little ships’’ of business—private schools 
and colleges, hotels and boarding houses, travel agencies 
and traders, have testified to the value of their 
Classified Advertisements in The Daily Telegraph. 

From amongst the million households into which 
The Daily Telegraph goes every day, the “little ships” can 
confidently anticipate the trade winds which keep business 
on the move. 


Che Daily Telegraph 


THE PAPER PEOPLE TRUST 


NET SALES for JUNE 1954, 1,053,173 COPIES DAILY 
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Sales trends shown in new figures from 


distribution census 
CONSUMER HABITS IN SMALL TOWNS 


pr 
than in big. P 

This is one of many facts 
interest to manufacturers, adver- 
tising agents, and market re 
searchers revealed in the second 
volume of the Census of 
Distribution Report, 1950 (Sta- 
tionery Office, £1 2s. 6d.), which 
appears to-day (Thursday), 

One of the tables in the Report 
shows that the sales of f in 
any given size group of towns 
was a roughly constant propor- 
tion of the total retail sales 
except in towns of less than 
50,000 population, and that it 
increased as the size of the town 
diminished. Sales in the hard- 
ware group, which includes radio, 
television and electrical goods, 
achieved their highest share of 
the retail takings in the very 
small towns with populations 
between 2,500 and 10,000. 

The clothing shops took about 
20 per cent of the total retail 
turnover in towns above 50,000 

pulation, except for Greater 

ndon, where it was 18 per 
cent, but the smaller towns 
showed a smaller proportion of 
sales in clothing shops, and, as 
would be expected, very much 
less in the general group which 
includes department and variety 
stores. Catering receipts were 
roughly one-twentieth of retail 
receipts except in Greater London 
where the proportion was higher. 
Motor trade takings varied very 
little by size of town, but 
accounted for a notably higher 
proportion of retail receipts in 
the country districts. 


Multiples’ turnover 

Large multiples as a whole 
accounted for much the same 
9 of total retail sales 
towns of every size, but 
their position was not so strong 
the non-urban districts. But 
in the smaller towns up to 25,000 
population, about one-third of 
the multiples’ turnover came from 
ery establishments, whereas 
fi larger towns the proportion 
was one-fifth or one-sixth, In 
the country as a whole, about 

one-fourth of the sales of la 
multiples arose in the multiple 
footwear and clothing establish- 
ments, but in the smaller towns 
up to 25,000 population the pro- 

portion was one-fifth or less. 


These differences, it is stated, 
possibly arise from a tendenc 
of consumers living in 1 
towns to make routine house- 
hold purchases near home but 
to travel to larger towns for 
special rchases made less 
freq y, @ tendency which 


might be expected to influence 

the policy of multiple organisa- 

tions in opening branches. 

One of the tables in the Report 
enables the individual retailer to 
compare the amount of sales per 
person engaged, with other busi- 
nesses of the same kind and size. 
In retail businesses as a whole, 
the sales per person engaged were 
above £1,520 a year in half, and 
below this figure in half the 
individual businesses. For par- 
ticular kinds of business the sales 
per head usually increased with 
the size of the business, but there 
are some kinds of business in 
which the figure fell off again 
for very large organisations. 
This occurs noticeably in the 
figures for grocers and tobac- 
conists. The larger retail co- 
operative societies achieved less 
turnover per head than the small 
ones. 

*Census figures seen as aid to 
business— page 184. 


The price of 


darkness 


Compensation for the removal 
of the Philips’ radio and TV sign 
on Grand Buildings, nor pm 
Square, has been discussed be- 
tween the London County 
Council and Westminster City 
Council, 

The L.C.C. state in a report: 
“This was one of a number of 
advertisements in the Square on 
which the City Council has taken 
action, and an appeal to the 
Minister of Housing and Local 
Government was dismissed. 

“At the instance of the City 
Council tenders were invited by 
the owners for the removal of 
the sign, and the lowest tender 
was £4484. We agree this 
tender should be aovepeed, and 
the total expenditure should not 
exceed £5,000, which we pro- 
pose to reimburse to the City 
Council to meet the cost of 
compensation.” 


Flexible packaging 


The Metal Box Co., Lid. 
who recently acquired Flexible 
Packaging Ltd. of Portsmouth, 
and Brown, Bibby & Gregory 
Ltd. of Speke, are now marketing 
a full range of flexible packages 
and packaging materials. A 
newly formed flexible packaging 
division will offer the products 
of the Portsmouth factory, to- 
gether with the film, foil and 
paper laminations of Speke. 

A range of products of the 
new division will be on show 
to the public for the first time at 
the British Food Fair at Olympia 
in September. 


Ceylon asks London 


for meat ads 


—- food advertisements 
or Ceylon Cold Stores who 


are the principal food distri- 
butors in Ceylon. 


Accolade for 
ad films 


Two British one-minute adver- 
tising films have for the first 
time been included in the pro- 
gramme at the National Film 
Theatre, South Bank. They are 
being shown as an integral part 
of the programme as representa- 
tive of current film art. 

The films—‘‘Noticing a Girl's 
Hair” and “When a Man Notices” 
—are a new departure in screen 
advertising. Made for Silvikrin 
Laboratories to promote their 
three shampoos—powder, liquid 
and cream—they feature moderr 
ballet routines danced by mem- 
bers of the Sadler's Wells Theatre 
ballet company and _ Sheila 
O'Neill. 

They were produced for the 
London Press Exchange by 
Anglo-Scottish Pictures in East- 
mancolor. Included in last 
Saturday's programme the two 
films will again be shown this 
Saturday. Both the films are 
being screened commercially in 
cinemas in London, the Home 
Counties and in the North of 
England and Scotland. 


A still the Silvikrin film 
"when" 


Man Notices.” 


Visual training 


The British Association for 
Commercial and Industrial Edu- 
cation have just completed the 
production of two visual training 
units with the help of the U.S.A. 
Forei Operations Mission to 
the United Kingdom. 

Each training unit consists of 
a film, a film strip, an instructors’ 
handbook, a set of illustrated 
hand-outs and a 3 


Stowe & Bowden Ltd. are advertis- 
ing their service to advertisers by 
means of this window display in 
the foyer of the Cafe Royal, Man- 


chester. A map depicting Britain 
and France, coupled with pictures 
of Stowe & Bowden premises in 
anchester, London, Newcastle- 
n-T yne _, JB - a, Hy -~4 

Lf message t the operates 
“Four strategically placed branches 
fully equipped for every aspect of 

service to advertisers.” 


Challenge fails 


Star Solus Sites (Leeds) Ltd. 
have won an appeal for a 16- 
sheet site at Brighton Street, 
Wallasey, which was — 
erected under the deemed con- 
sent clause in the advertisement 
regulations and was challenged 
by the Corporation. 

At the hearing of this appeal 
the Corporation called gable end 
advertising the “Most abysmal 
type of advertising.” 


Fabric design 
competition 


The design fabric, styled 
“Times Square,” which gained 
first prize in the recent textile 
design competition organised by 

Berne Silk Manufacturing 
Co. (England), Ltd., has been 
bought exclusively by Jacqmar 
who propose to sell it through 
their 300 retail outlets in this 
country. 

The winning design (out of a 
total of more than 1,500) came 
from 21-year-old Marion Jean 
Gordon, a student of the Car- 
lisle College of Art, who received 
£250 and will draw royalties at 
2d. a yard. 

Notices of the competition 
were widely distributed, including 
art whee fashion designers, 
and the art directors of adver- 
| agencies. A short para- 
graph in the Iris Ashley feature 
of the Daily Mail brought in 
about 600 requests for entry 
forms. Public relations for the 
competition was organised by 
Newslines, London, S.W.1. 
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nag read the 
DAILY HERALD in any given day 
ALL ADULTS 


Readership figures from the 1.1.P.A. Readers Readers per 
National Readership Survey. A (000’s) copy 


DAILY MIRROR 12,789 2.8 


DAILY EXPRESS 11,608 


DAILY HERALD | 6,786 


DAILY MAIL 5,839 


NEWS CHRONICLE I 3796 


DAILY SKETCH 2,540 | 


* A.B.C. figures for June-December, 1953, the 
period during which the survey was carried out. 


+ Pro rata calculation based on £232 per column 
of 13% ins. length and 1 7/16 ins, width. 


That is: 
The “Daily Herald” is the paper of the mass 


market—the market with money to spend. 
In relation to its total readership the 
“Daily Herald” has greater penetration of 
this market than any other national daily. 


Daily Herald Commodity Surveys relate buying power of its readers to these facts. 
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Readership figures from the LLP.A. 


in every 100 MEN in 


Great Britain read the patiy HERALD 


Jury 22, 1954 


Cost per 1,000 


National Readership Survey. ny readers per 
a Sar col. inch (pence) 

DAILY MIRROR 6,401 0.65* 
DAILY EXPRESS 6,379 0.94 
DAILY HERALD 3,913 0.92 
| __ DAILY MAIL a 140 
| | NEWS CHRONICLE 2,216 — 1.41 
DAILY SKETCH 1,301 1.48 


e 


* Pro rata calculation based on £232 per column 


of 194 ins. length and 1 7/16 ins. width. 


mB in every 100 WOMEN in 


Great Britain read the DAILY HERALD 


WOMEN 


ae es ee Reader prt oo 

col. inch (pence) 
[DAILY MIRROR 6,388 0.65* 
DAILY EXPRESS 5,229 1.14 
DAILY HERALD 2,873 1.25 
DAILY MAIL 2799 1.59 
NEWS CHRONICLE 1,580 1.97 
DAILY SKETCH 1,240 1.55 


That is: Fach “Daily Herald” sold commands 
more ADULT readers than any other mass 
circulation Daily Newspaper. 


* Pro rata calculation based on £232 per column 
of 13% ins. length and 1 7/16 ins. width. 
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i in every 100 HOUSEWIVES 


in Great Britain read the DAILY HERALD 


HOUSEWIVES 

tenn etetay Sno tet ~~ 
DAILY MIRROR 4,478 0.93" 

DAILY EXPRESS _|__3:686 1.63 

DAILY HERALD 2,090 1.72 

DAILY MAIL 1,888 2.36 

NEWS CHRONICLE 1,175 2.66 75 
DAILY SKETCH 817 2.35 


*Pro rata calculation based on £232 per column of 134 ins. length and 1 7/16 ins. width, 


That is: 2 (YOQ.Q000 housewives 


i 4 EWR = young people (16-34) 
in Great Britain read the DAILY HERALD every day 


AGE GROUPS 
ia 16-34 35 and over — 
ecmarendasi* Vases | Se, | et | SRE, 
DAILY MIRROR 5,490 0.75" 7,300 0.57% 
| DAILY EXPRESS 4,057 1.48 7,551 0.79 
DAILY HERALD 2,138 1.68 4,649 0.77 
DAILY MAIL 1,789 2.48 4,050 1.10 
NEWS CHRONICLE 1,058 | 2.95 2,739 1.14 
| DAILY SKETCH 808 238 | 15733 LAr 


*Pro rata calculation based on £232 per column of 134 ins. length and 1 7/16 ins. width. 
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COMMENT 


COUNTING 
THE COST 


The latest survey of advertising 
expenditure published by the 
Association fills 


“now that figures are available 
for a series of years, the full 
value of the kind of informa- 


those in the adv busi- 
- ae 


Building prestige 

Silverman has found that 
with the growth of informa- 
tion about the structure of the 
national economy as a whole, 
and of the distribution system, 
it becomes possible also to 
relate advertising to the broad 
economic context in which it 


operates. 
He comments, with justification: 
“Linked with this argument in 
favour of statistical informa- 
tion is the fact that these sur- 
vey results give the advertising 


business a ble struc- 
ture they 
provide it with a certain 
prestige. 

Immediate advantage 


And now a new problem— 
THE CRITIC ON THE HEARTH 


WHEN Bernard Gutteridge 
left Colman, Prentis & 
Varley some moons ago, it 
was rumoured that he was 
“going away to the country to 
write a novel.” 

Wherever The Agency 
Game (Weidenfeld & Nichol- 
son, 12s. 6d.) was penned—or 
pounded out on brand-named 
typewriter—it certainly has its 
rustic moments. 

Now a _ loyal 
Masius & ; 
Gutteridge must surely have 
faith in advertising. Otherwise 
how could he conceive such 
excellent copy for satisfied 
clients? 

He must not be surprised, 
however, if a responsible 
elements in the world of pub- 
licity wonder if there is a critic 
on the hearth. 

To the age The 
dpene poner Game will be amusing. 

1 identity friend and foe 
the overdrawn characters 
which flounce through an over- 
distilled story which is best read 
through the bottom of a gin 


glass. 
To the advertiser and the lay- 
man—the consumer !—however, 


man, 


the scene may appear less 
attractive. 
The advertiser may feel that 


Mr. Gutteridge is telling him he 

pays the piper but cannot call the 

tune except when he is appoint- 
a new agent. 

view of the layman may 

have been expressed in The 

Observer on Sunday when John 


. Davenport referred to “Mr. 
Gutte "s hell . . . the night- 
mare of the advertising world,” 
and commented : 


“It is treated as it deserves, 
briskly and cynically, Like 
crabs in a tank his frightful 
characters sidle and claw one 
another to death. ... 


“'The Agency Game’ is 
amusingl Ppa but it is a 
grim su Absolute vul- 


— is 4 easy to portray, 
t Mr. Gutteridge has done 
it. The consumption of 
alcohol is up to Hammett- 
Chandler standard. When 
they are not downing quarts 
of bitter the glazed business 
executives are swallowing 
gigantic gins, except for an 
endearing old party who sticks 


Talking Points 


to sherry in equally ample 

measures 

Maybe some day someone will 
write a book which deals with 
all the serious minded people 
who do a good job of work in 
a rational manner, 

Meanwhile, the critics can 
feast on The Agency Game, Or 
perhaps they will prefer The 
Philanderer. 


ON THE SPOT 
HE trouble about a good idea 
is that someone has probably 
had it before. . . . 
Praise is being lavished on the 
Surf spotless animal poster 


series. 

Was the idea not equally good 
in 1952 when it was used for the 
Banda duplicator? On Under- 
ground posters, in Punch, and in 
many trade papers, appeared a 
row of Dalmatian 


uppies—one 
- dae sary white. py slogan : 
ut EVERY copy’s perfect 


on the Banda ‘Master’ duplica- 


tor.” 
Oddly enough the Banda 


TO-MORROW'S TOPICS 


® The “battle” between the three 
Guin aoe & Glas- 
oS ll increase in intensity 
autumn. Plans are 


®Some Scottish agencies 
planning extensions so that 
they can —— larger 
accounts. They hope to stop 
the drift to Toate of big- 
spending advertisers. 


® New agents for Tokalon will 
announced shortly. 
National advertising on a 
record scale will follow. New 
a will be introduced. 
d packs will be redesigned. 
®To meet fierce competition 
expected when two national 


newspapers launch their long- 
planned papers for young 
people, publishers of children’s 
magazi 


nes and annuals are 


Sell to 8,000,000 families through the 


spotted dogs were followed 
one was albino. 
Robert Bartlett, creative direc- 
tor, Pictorial Publicity Co., Ltd 


Advertising is not allowed on 
ision but. Thousands 


..- Along came an advertisement 
for Omo on a horse-drawn bus! 

Although the showing of the 
film was to celebrate the Fall of 
the Bastille we doubt whether 
this represents a revolution in 


who created the Banda series, 
“It is pleasant to 
think that my Banda scheme may 
just possibly have acted as ‘an 
inspiration’ to a new, more live 
phase of advertising, altho 
doubtless those responsible for 
Surf advertising will not remem- 
ber ever seeing a Banda adver- 


millers and allied traders. 
ROUND TABLE 
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Do you want 
to be in the 


BELGIAN 


market ? 


of course yes, but... 


W. admit there are many problems 
facing the advertiser of consumer goods 
in this responsive and competitive market. 

In media selection, for example, very 
few newspapers and magazines publish 
audited figures; still fewer give any 
indications of distribution. 

hen again there is the acute problem 
of dual language. 

The need for fullest information, and 
for economic advertising coverage in 
two languages is Well understood by the 
Libelle Group of publications. = * 


A campaign in itself. 
Our two weekly periodical$ “*Libelle”’ 
and “Les Bonnes Nouvelles’’ are both 


Full information from E. Cooper, 25 Burlington Street, 
4 W.1. (Mayfair 1044) or write to Advertising Director, 
36 Rue Van Schoonbeke, Antwerp, Belgium. 


# The Flemish and French lan- 
guages are in fact so closely 
intermingled it is impossible to 
map the areas accurately. The 
above is only an approximation. 


published in Frenchand Flemish.*Libelle”’ 
is broadly an ABC class paper ; “Les 
Bonnes Nouvelles’’ a BCD class paper. 

Used separately or in combination 
these two periodicals offer unrivalled co- 
verage amongst Belgian women throughout 
the country. 


Nothing succeeds like success 
Our circulations grow steadily; so does 
the advertising we carry. We are however 
more interested in the success of our 
advertisers than in their number. We 
gladly offer the frankest advice on whet- 


her or not our periodicals offer the 


post profitable investment for your pro- 
uct. 


— ; 
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here are 


the FACTS 


ey ee 
DAILy EXPRESs ° 2,789.00 0 | 
AILY May, " $786,009 | 
NEWs CHRONICLE "583 9,000 | 
DAILY Skercy 76,000 | 
~~ 2,540,009 . 
S 6A.B.C. CERTIFIED NET SALE : 
JAN-JUNE 1954, 4,664,919 
= THE WORLD'S GREATEST MASS MARKET MEDIUM ; 
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ws FoR wining and dining, 
toasting the ‘deb’ of the 
year. The man-about-town is 
secure in the confidence born 
of his well-fitting, faultless 
D.B. dinner suit.” Does copy 
like this sell the kind of man 
who is likely to be toasting 
the “deb” of the year? 
ag! the copywriter has 
raised his sights too high and 
overshot his real target? I am 
aware that Lord Northcliffe (in 
the early '20s) instructed all his 
young men on the Daily Mail 
to write as if all their readers 
earned a thousand a year, There 
was psychological justification 
for that, but most men who are 
likely to be wining, dining or 
toasting the “deb” of the year 
do not buy their clothes ready 


This is a sample of the copy 
in a most handsome style boo 


MESSENGER| 


GAZETTE 


Print Review 


A handsome style book for 
the clothes conscious man 


By BRIAN HILTON 


of men’s clothes issued by Ben- 
jamin Simon & Sons, Ltd, of 
Leeds, “Makers of High Grade 
Clothes.” 

The colour drawings are 
wonderful, the trick of sticking 
little rectangles of cloths on the 
pages is as effective as ever, 
and the red morocco binding 
extremely smart. This is a first- 
class production job; a pity the 
copy was not produced with as 
sure a touch. Really the copy 
plum is a passage referring to a 
picture in colour of a man in 
a sports coat, a shirt with collar 
and tie and flannel trousers, 
talking to a girl in the scantiest 
of Bikinis on a sun-drenched sea 
front. The copy says: “Wise 
man! He’s as cool as the lady 


CHATHAM = 


OBSERVE 


S] Wend Office: MAIDSTONE 5588 London; 60, FLEET ST. Central 7500 


One of the pages 
of the elaborate 
style book from 
Benjamin Simon & 
Sons, Ltd., of 
Leeds. 


in his S.B. Belmont jacket of fine 
lightweight tweed.” I love that. 
>” * a 

Tue French produce travel 
literature of distinctiveness and 
distinction. A new set of four 
folders from Air France has 
these characteristics and t 
were produced by an English ad- 
vertising spare. E. Walter 
George. ey are y with 
colour and lively on each of the 
concertina folded pages. I am 
told that as the folders had to 
be produced very quickly, four- 
colour illustrations were not pos- 
sible on the inside 
brilliant use has been made of 


but usually the blue and the red 
are not so good. In these folders 
red half-tones have been printed 
on yellow panels with most satis- 
factory results. The blue is not 
the standard trichromatic but a 
deep sky, which looks well 
either in masses by itself or as 
a ground for black half-tones. 
The producer was either far- 
seeing when he briefed the cover 
artist, or a | fortunate, for the 
brilliant ull-colour cover 


Dekk did not 
icular shade of 
blue, which left the designer a 
free hand inside. 

a x 


demand, any” 


a 
Most of us in advertising know 
Photowork Ltd., the producers 
of D cg oye the million. 
Perhaps not all of us—including 
me—are aware of all the lines 
the firm has to offer—blotters, 
showcards, colour stereo photo- 
graphy and so on. For a book- 
let that would tell us quickly 
and succinctly about all the ser- 
vices there would be a welcome. 

A booklet has indeed 
produced, but it contains far too 
many words and far too many 
tricks. The reader needs facts— 
and that is all he needs about a 
firm so well known and with an 
established reputation. To read 
the expensive three-colour and 
black 12 pager which has been 
roduced is not at all easy. A 
r job could have been done 

for half the money. 
* oa x 


Now a change from com- 
plaints. A booklet from Marshall 


@ Continued on page 174 


The covers of the four Air France folders. Produced by an English 
advertising agency, E. Walter George, they are gay with colour and 


lively on each of the concertina folded pages. 


by Dekk. 


The drawings are 


On the inside pages brilliant use of the four primary 
colours has been made, in Brian Hilton's opinion. 
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A KEMSLEY NEWSPAPER 


SUNDAY 
TIMES 


Average net sale for June, 1954 


601,306 


The highest figure in its history, and 
the highest ever reached by a newspaper 
in the Sunday quality field 


The trend towards a Sunday newspaper of the character of the SUNDAY TIMES 
is reflected by the fact that, month after month, the circulation grows—for example, 
13,654 copies increase in June on the May figure of 587,652, and 46,303 copies 
increase January—June, 1954, compared with the first six months of 1953. 


%& These figures are certified by Messrs. Price, Waterhouse & Company, in accordance 
with the formula prepared by a Committee of the Newspaper Proprietors’ Association. 
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© PRINT REVIEW —~continued to set about it. Offset printing 
potas did justice to them. 

a ’ K % x 

Is it because the makers of 

plastic emulsion paints have 
taken such a bite out of the 
interior decoration market that 
the Wall Paper Manufacturers 
Ltd. staged a powerful drive in 
the spring? Whatever the 
reason, they held an exhibition 
and produced a series of printed 
pieces which supported a wallet 
containing selections from the 
Architects’ Book of One Hundred 
Wallpapers. 

My belief is that much more 
wallpaper is chosen (and hung) 
by the Smiths and Joneses 

| then by architects (and profes- 
. sional hangers). Nevertheless, 
' the interests and co-operation 


of architects is probably vital Sketch page from the Marshall 


to the industry, for what archi- & Snelgrove fashion booklet. 
tects choose to-day the Smiths 


and the Joneses buy in their business. Some of them are 

local shop next year. quite clever, but I have never 

A double-page spread from the brochure issued by Omnia Publicita, The wallet is nicely designed seen one with the calm confidence 

an Italian Agency. The 28 pages consist almost entirely of photo- 404 typeset (Bembo and Grot 9 of a production from an Italian 
graphs many of them in colour. The brochure has been published f© happily married), but the agency Omnia Publicita. 

in English, French, German, Spanish and Italtan, four leaflets dealing with various The 28 pages consist almost 

aspects of the manufacture and_ entirely of photographs many of 

and Snelgrove is a joy. It deals accompanied by text which use of wallpaper are not up to them in colour, showing the 

with women’s fashions and I like although prettily hand-lettered the standard some manufacturers resources of the organisation and 

it because although chi-chi, it is does give the simple facts have educated the architect to how it works. All the words 


a practical and sensible book. about the clothes and the expect. can be read in about five 
The fashion sketches in materials of which they are e cover of a booklet Speci- minutes; the copywriters are 
lovely and unusual colours made. fications for Wallpaper is excel- evidently well-disciplined. The 


x 
4 


seem to me to be gay and The piece has an artistic unity lent, having a dozen very Se. are superb, and the 
wholly charming, even though which can only derive from pleasant floral decorations, yout man’s art conceals his 
the women are, as is usual in artists, designers and writers who BS * ok skill—the result seems to have 
fashion drawings, highly im- have a conviction of the neces- From time to time advertising been achieved without effort. 
probable. es 2 are pleasantly sity of their work, as well as agencies put out brochures with The cover is a full colour photo- 


= oe 


‘ ; placed on pages and a profound knowledge of how the object of getting mew graph of a street scene. 
g It's a good job 
: we asked NIM along! 


& 


hs 


Catalogue, showcard, 
leaflet or packaging 
as long as its production 
involves the use of 

some kind of paper or board, 
you will find it pays to call in 
Spicers Paper Consultart 

at the planning stage. 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC, 
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GRAPHIC 


BRITAIN’S GREAT SUNDAY PICTURE 
NEWSPAPER MARCHES ON 


Average net sale for June, 1954 


1,202,052 


The average net sale’ for the six months January 
—June, 1954, of 1,174,491 shows an increase of 


+48 937 


copies per week over the same period last year 


W These figures are certified by Messrs. Price, Waterhouse & Company, in di 
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How to improve laundr 
service advertising 


RE THE laundries being 
advertised out of business? 
We are all familiar with the 
heavy advertising expenditure of 
the soap t man 
turers, In 1953 Tide, Surf, Daz, 
Rinso, Persil, Oxydol spent be- 
tween them around £2 million 
on press advertising. The effect 
of this advertising, apart from 
encouraging the sales of these 


do their own washing. 

All the soap advertising (and 
doesn’t it all look alike?) adds 
up to one thing: “Do your own 
washing this easy way.” 

The press impact is only part 
of the operation. Posters, films, 
radio and extensive coupon 
schemes, promoting soa 
detergents, all clamour after the 
laundries’ customers. 


Press advertising cost 

During the same period the 
pone | machine industry spent 
£200, on press advertising. 
This sold over 48,000 washing 
machines, against the previous 
year’s figure of 41,000. In addi- 


, a8 more houses go up,, 


housewives w have been 
forced to use the because 
of lack of washing facilities and 
gardens for dryi become 


natural recruits for “home- 
washing brigade.” 


IT’S UNDER ADVERTISED—3: Are sales falling? 
volume of business declining? This is the third of a series of 
articles pin-pointing products and services which might sell 
better with more or improved forms o blicity. Our con- 
tributor puts forward the view that Ae 

their appeal to the housewife if emphasis were placed upon 
the comprehensive nature of the service offered. In advertis- 
ing, the true meaning of the word “laundry” should be 
made clear and the extent of the service given. 


ies could magnify 


“| 
Is the 


What have the laundries done 
to combat this major blitz on 
their livelihood? 

As far as advertising is con- 
cerned, almost nothing at all. 
But it would be unfair to say 

that the laundry industry is not 
aware of the challenge. More 
than that, it is also aware of its 
own shortcomings that have con- 
tributed in no small measure to 
this present trend of “home- 
washing.” The more progressive 
laundries are busy putting their 
houses in order; replacing plant, 
undertaking extensive staff train- 
ing schemes and making every 
competitive attempt to improve 
the standard of their service. 
Their confidence in themselves is 
not derived from any sense of 
smug complacency. know 
their faults but believe that the 
home-washing machine and the 
laundrette will never replace 
the laundry service. 

To-day, despite the inroads of 
competition, Britain’s 2,150 
laundries are busy was £55 
million worth of laundry. Nearly 
half of the 13 million families 
in the United Kingdom send 50 
million articles to the laundry 


ba ~ | week. 

hether or not the 
industry can afford to wait until 
it is running as efficiently as it 


would a before sta its 
case to a lic that is ually 


The recent Laun- 
dry, Dry Cleaning 
& Allied Trades’ 
Exhibition, held 


working most 
continuously dur- 
ing the nine-day 


the laundries to 

cut costs and im- 

prove services 1o 
the public. 


Picture by Power 
Laundry, Dyeing and 
Cleaning News. 


ietlied 


Picture by Power Laundry, Dyeing and Cleaning News 


drifting away, is a very debatable 
potas, With some 2,150 laundries 

the industry, it will probably 
be many years before the 
majority of them are operating 
at the standard of efficiency the 
industry has set itself. 


Stating the case 


Even if the “product” is not 
quite ready it would be timely 
and strategic for the laundry 
industry to state the case in its 
favour now. While it may not 
at this moment be practical to 
embark on an aggressive “sell- 
ing” campaign there is much that 
could be, and should be, said— 
and how acceptable so much of 
it would be. 

There is probably no other 
field of advertising which talks 
more impractical and unrealistic 
nonsense than those advertise- 
ments devoted to washing aids. 
All of them promise whiter 
whites and no work. All of them 
make wash-day a holiday. The 


success of this advertising is due 
in the main to what spent 
rather than what is said. 

What an this 


important that the 
should establish in the public 
mind is the true nature of the 
service. All that the soaps and 
detergents can do, all that the 


. washing machines can do is wash 


clothes. 

The laundry is much more 
than this. 

To the laundry, the process of 
washing articles clean —¥ ~* 
of the operation. And to illus- 
trate what a small part it is, the 


@ Continued on page !78 


A view of the recent exhibition 


at Olympia. 
inel for the first time. 


A Press office was 
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laundries ; 
T= are about 2,150 2 
laundries in Britain, exclu- i 
; ding hospital and institution 
laundries, and it is estimated 
that approximately six million : 
é, families use laundries regu- i 
larly, or nearly half the popu- 
lation of Britain. Over 50 
million articles are laundered 
weekly, and in addition a 
great deal of laundering is 
done by hotels, hospitals and 
Cee 
av amount spent 
on eo tae laundry 
; the throughout the country is 
between 4s. and 5s. a week. 
Laundry prices have , 
doubled since before the war, 5 
, but in view of the increases 
in costs which laundries have 
: provides for the laundry indus- _ to face it is surprising 
try when it advertises. Dealing the laundry charges have 
in simple truths and uader- not risen even more. The 
; f standing homely facts it can materials they use—coal, pet- 
& we wien on be say more, with more effect, rol, soap and detergents—all 
a <a eer than any soap, det t or have risen two and three 
; ; 1S ua] ia —- * %. 5s oe tasking machine Gnmaiiestaver times, and the largest item of 
4 . & 2 EL: 8 2 ever could. all—wages—has increased 100 
r.: a ae Che) ot The first point and the most per cent, 
e. nae ite, eas.» emma 
a. hie all_kinds of plant better machine and labour 
"s == eS ‘ utilisation. It has adopted * 
“a - tee ote better and more modern train- 
; = + Pee . : ~~. run, Every effort a it has installed 
ae ote ae 4. we he BL is is being made by e bonus and produc- 
’ 7 rae Aaa tion control schemes in laun- 
; WF a eo dries, and the machinery 
A i > mene , manufacturers have produced 
a nell a oi mew and better machinery. 
— - ££ >. & That machinery HI lately 
bor le : i, % oa : —_ P| been on view at Olympia. 
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A KEMSLEY NEWSPAPER 


EMPIRE 
NEWS 


The average net sale for Jan.—June, 1954, of 


1,961,230 


copies per issue 
is an increase of 


+ 22,569 


copies per week over the July—Dec. 1953 figure 


W% These figures are certified ty Mesars. Price, Waterhouse & Company, in accordance 
with the formula prepared by a Committee of the Newspaper Proprietors’ Association. 
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A MIXED BAG 


Believe it or not, there are people who make a point of 
reading every Gee & Watson advertisement. If you are.one 
of those who do, you will recall that we have often 
publicised the quite regular flow of customers’ letters which 
praise us, Incidentally, these rounds of applause don’t go 
to our heads, but they do spur us to do better still. 


Because we make mistakes now and then, we naturally 
find occasional criticism in the mail. Sometimes it hurts, 
but the critical letter does us a power of good, because 
it makes us try hard to put the failing right. 


Take the letter, for example, which finished up : 

“This is, I know, the kind of thing that does happen in 
the best regulated business . . . but in a firm of the 
standing of Gee & Watson!” This made us sit up ! 
So much so that right away we set about overhauling a 
system we had thought to be comparatively foolproof. 


GRE &WATSOM 


Service in the Spirit of Helpfulness 


PROCESS ENGRAVERS, CREATIVE ARTISTS AND PHOTOGRAPHERS 
ADVERTISEMENT TYPRSETTERS, ELECTROTYPERS AND STERBOTYPERS 


III SHOR LANE LONDON £C4 + CENTRAL 6555 EIGHTEEN LINES 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


Jury 22, 1954 


© LAUNDRY SERVICE ADVERTISING -continued 


housewife should be asked to 
compare these figures. 
The laundrette—a big con- 
temporary competitor—washes 
rments, leaving them rough 
ried and charges around 
2s. 9d. for 9 Ib. 


job and charge 
around 3s. 2d. for 16 th. In 
addition it will collect and 


deliver. 
Tell the housewife that the real 


_ advantage of the laundry begins 


where her soaps, detergents, 
washing machines and laund- 
rettes stop 

Drying no problem 

In the first place it never rains 
in a laundry. Whatever the 
weather the laundry, having 
washed the articles, then dries 
them. That is a simple point 
but a very important one in this 
wet and misty island with nine 
months winter and a doubtful 
three months summer. 

Of course, there are home- 
drying machines, but apart from 
the expense involved, there are 
few modern kitchens with the 
space available for both washing 
machine and drying cupboard. 

Secondly, let the laundries re- 
mind the housewife that while 
modern washing aids may = 
clothes clean quickly — 
laundry does the ironing. 

Many a woman has persuaded 
her husband to buy a washing 
machine to save the laundry bills 
and release from the sink. 
Later she has found that while 
the washing machine made light 
work of the washing, the ironing 
has tied her to the kitchen for 
— back-breaking hours. 

hatever the iron (steam, dry 
or both), most women agree that 
ironing is the most tedious part 
of the weekly wash. No matter 
what advances have been made 
in the perfection of washing 
powders and detergents—one 
thing remains as much hard 
work as it always was—the iron- 


ing. 

Finally, the true essence of the 
word “laundry” should be made 
crystal clear. The laundry 
“launders.” * 


Range of service 


There are few housewives to- 


day that have the skill or the 


tience to produce a really well 
aundered garment. The days are 


| long since departed when 
| grandma had not one iron but a 


collection of irons for every 
laundry job that followed the 
wash. How many women can, 
or want to, wash, starch and iron 
a stiff collar; make tablecloths 
look store-fresh; press and fold 
a skirt the professional way, or 
put back the fresh crispness into 
a cotton dress? 


The public and | 
the laundries 


T= HABITS of the public 
with regard to laundry 
services have not shown any | 


7 
' districts. The 


}though the demand for the 

} rather more expensive high; 

grade fully finished service 
unabated. 


pturned to the customer with 
y most of the water removed‘ 
and in a damp state ready for | 
> ironing, continues to be popu- 
jlar. it is the most econom- } 
ical laundry service available 
and is very useful for those 
}whe cannot afford a finished 
service, 


laundries have had to meet 
considerable increases in costs 
’ since the war not only in the 
use such as 


Pefiect of the latter is particu-¢ 
larly important to the laundry 


Ree Bs ae 
re ee 178 FP 
a a 
y , S ae — 
he 4 a 4 ’ i \ 
OF ; ? s 4 4 | 1 | 
at : ae, “Ms head | Pmarked tendency to chal 
ay ‘ Ts although the introduction of 
Nie ) new types of cheaper services] - | 
an ; ; i \ bucce: ge 
6 majority 
os a- a customers, however, still 
sp wae ae , appear to prefer e. er 
ie machine finished service a 
2 : y . Nt Tt ae | 
Rs i #2 { ‘4 a . | re 
Ba or, ; ”n | damp wash service, in which 
Ai [ ; . the work is washed and re- 
pee - , 
e | 2 t~ | | 
44 vpe | | oi 
& ‘2  G ay | | 
¥ P ‘ ~~ 
fo The onset of laundrettes 
ge ef does not appear to have taken 
an customers away from com- 
tae, mercial laundries. Weight for 
Me weight laundrette prices are ’ 
a ee higher than those charged for : 
ee i the nearest comparable 
ANE: laundry service and the com- : 
ie mercial launderer does not 
“2 feel anxious about competition 
ie from that source. Rather, the 
ie industry takes the view that 
See any service which takes the t 
ee '2 laundry work out of the home 
ay § is a good thing. 
ie Perhaps the most powerful 
competition to the commercial 
: laundry is the persuasion be- 
| ing applied by the manufac- 
j turers of detergents and 
domestic washing machines to : 
the housewife to wash at 
| home. Experience has shown, 
} however, that the purchasers 
] of washing machines, even if 
‘ they cease to use a commer- 
cial laundry for a short time, 3 
L tend to return after they have 
learnt that a great deal of the ; 
hard labour of laundering still 
remains after the washing 
machine has done its work. 
: FP Like all other businesses 
’ : } 
Me. De 5 
a es | 
ae j coal, petrol, machinery cloth- 
rf ing, soap and detergents, but 
a : also in labour costs. The | 
eS e } 
* } industry as wages form some 
3 50 per cent of the total 
| 4 laundry costs. 
Extract from a statement issued by 3 
ee | Lsd., at the Laundry, Dey-cleaning' & . 
Léd., at the Laundry, Dry-cleaning & 
- Allied Trades’ Exhibition. : 
ee Very few. and the many other sages 2 
This is the laundry man’s of the laundry service, wh 
el a2 Sages 
And let us hope that soon, gotten, and unlearned by the 
3 | very soon, he makes it his new generation of housewives 
SN — — | business to tell the public this to be. 4 ~ . 
a ae “i? Betas itp  £f : & are i a 
SS 2 a nn eae” — S a ee ae. ae ae 
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Sunday 
Chronicle 


With an average net sale for Jan.—June, 1954, of 


863,462 


copies per issue, the Sunday Chronicle maintains its 
hold on the middle-class Sunday newspaper field 


The strength of the Sunday Chronicle among the better-off 
sections of the community is clearly demonstrated in the Kemsley 
Report on Newspaper Readership in the North of England. 47% of 
its readers are in the A, B, and C classes, and it covers 17% of A 
and B classes in the North. — 


The Kemsley Report also reveals that the Sunday Chronicle has 


the highest solus readership of any popular Sunday newspaper in 


the North of England. 29% of readers read no other national 
Sunday newspaper. 


% These figures are certified by Mesers. Price, Waterhouse & Company, in accordance 
with the formula prepared by a Committee of the Newspaper Proprietors’ Association. 
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LET’S TALK BIG 


Hundreds, Thousands, Millions. You can’t 
frighten Photowork with numbers. With 
the largest organisation in Britain for 
producing quantity (quality) photographs it 
doesn't matter whether you want a dozen 
or a dozen million prints—Photowork can 
do it. 


1,250,000 prints per week for more than 
two years is our record to date—and we 
like breaking records. 


Black and white, 


sepla or colour. 


By the way—don’t forget that we make the 
best enlargements—any number, any size. 


plhotoworl.” 


& LILYWHITE LTD. 


73 BAKER ST., LONDON, W.|I. Tel: WELbeck 0938 
Head Office & Works: BRIGHOUSE, YORKSHIRE. Tel: Brighouse 1240 
BIRMINGHAM, CAMBRIDGE, GLASGOW, LEEDS, MANCHESTER, PLYMOUTH 


| official 


| ferent 


NY EXPORTER interested 

in the Swiss retail market 
as an outlet for his goods 
would do well to bear in mind 
that in Switzerland finish is an 
essential element in the quality 
of the product. As a recent 
report has put it: 
“finish ... (and)... the quality 
of goods . . . (cannot be) con- 
sidered separately.” 

For this reason the British 
Embassy at Berne has prepared a 
series of market reports on dif- 
commodities in many 


| of which the question of finish 


is briefly treated. Some illustra- 
tions are as follows, 


Clothes and machinery 


In clothing the ideal in Switzer- 
land is United Kingdom material 
fashioned by Swiss workmanship. 
It is said that while in U.K. 
ready-made suits buttons must be 
resewn and pockets replaced, 
after a matter of months, Swiss 
stitching and linings last the life 
of the garments. Ag regards 
agricultural machinery the Swiss 
peasant-farmer (a shrewd buyer) 
will point out every rough- 
soldered joint to the agent, to 
the latter's discomfiture. Such 
joints are frequently seen on 
U.K. agricultural machinery. 
The buyer will also object to 
grease areas that are awkward 
to reach. 

With radios and television sets 
or any article which should 
blend with the furniture of the 
average Swiss home, sharp edges 
and a daringly modern design 
should be avoided. Contempor- 
ary Swiss furniture is of grained 
wood in a neutral tint with 
rounded edges. 

Emphasis should be on the 


sell in the Swiss market 
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Only well finished goods 


SWITZERLAND 


practical rather than the 

artistic. Fluting and grooving 

should be eliminated where 
possible and unnecessary orna- 
ment reduced. 

In household goods, such as 
crockery and _ cutlery, U.K. 
articles have made less impres- 
sion on the market than their 
quality merits because they take 
no account of the peculiarities of 
Continental taste. Some work of 
extremely modern and original 
design is sold in Switzerland but 
on a small scale and to younger 
people and Swiss who have lived 
abroad—not to the average Swiss 
housewife who represents the 
largest market. 

Small failings in the finish of 
U.K. office machines have pre- 
judiced sales in favour of United 
States and German goods. 
Examples in this field are: 


@ Failure to provide a cover 
for typewriter spools. 


© Failure to ensure that typing 
paper does not go back into 
the roller when it is turned. 


®@ Type-faces too sharply cut, 

making holes in the paper. 

Electrical goods of all kinds 
should be checked thoroughly 
before dispatch. According to 
the Board of Trade, “Nothing is 
so prejudicial to subsequent sales 


@ Continued on page 182 


A window display arranged in Switzerland recently by the Pressed 


Steel Co., Lid., 


_to boost sales of their refrigerators. 
‘rate market for quality British goods. 
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KEMSLEY NEWSPAPERS 


MAIL 


Scotland’s National Sunday Newspaper 
Average net sale for Jan.—June, 1954 


645,078 


an increase of 19,973 copies per 
issue over the same period last year 


Sunday Sun 


The North-East’s Own Sunday Newspaper 
Average net sale for Jan.—June, 1954 


212,336 | 


an increase of 5,225 copies per 
issue over the same period last year 


% These figures are certified by the Companies’ Auditors, in accordance with the formula 
prepared by a Committees of the Newspaper Proprietors Association. 
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reaches the Technical 
Timber User 


Woodworking Industry is the only technical 
journal published in the U.K. which has an ex- 
clusively woodworking manufacturer readership. 
Wf you sell woodworking machinery, power- 
driven tools, abrasives, adhesives, electric motors, 
dust-extraction plant—in fact, anything which is 
used in joinery, furniture-making, coach and 
body-building, including, of course, timber itself 
—Woodworking Industry should rank high 
on your list of media, This is the journal 
which is read by the technical people, the men 
who know what they want, why they want 


it and who buy everything used in the 
Woodworking Trades. 


Ring Chancery 8844 for rate card and details. 


WooDWORKING 
INDUSTRY 


The Technical Journal of the Woodworking Trades 
180 FLEET ST LONDON EC4 TEL CHANCERY 8844 


More arresting a 
needed in Canada 


HE CANADIAN customer 

must be convinced at the 
outset that the United King- 
dom manufacturer is in the 
Canadian market to stay and 
that steps have been or are 
being taken to ensure local 
stocks of vital spare parts. 
That point has been stressed in 
a report issued by the Board 
of Trade on the market for 
printing machinery in Canada. 


Illustrating machinery 


The advertising of the British 
machinery, it is maintained, 
should be more arresting and 
imaginative. When a picture of 
a machine is shown without a 
guard, it should be very pro- 
minently marked “guard  re- 
moved.” Or better still, the 
machine should be shown with 
and without guard. The most 
attractive view of the machine 
should always appear. 

Extensive advertising is 
necessary, since the Canadian 
customer does not go out seek- 
ing better equipment; he 
assumes that better equipment 
will be brought to his atten- 
tion, directly, forcibly and 
frequently. 

The selling programme should 
combat the idea, fostered by 
United States manufacturers, that 
their machinery is ahead on 
speed, productivity, design and 

r economy and that Canada 

is a natural extension of the 


always consider whether he can 
possibly incorporate improve- 


Products of the British General 

Electric Co., Ltd., are among 

those advertised on display panels 

at stations on the new Toronto 

subway. In stainless steel frames, 

the panels are mounted between 
the tracks. 


ments suggested by Canadian 
purchasers. U.S. manufacturers 
are amenable in this respect. 


Hong Kong 

A scheme to ensure that busi- 
ness men visiting Hong Kong 
obtain the maximum ible 
benefit from their stay is a. 
worked out by the Department 
Commerce and Industry with the 
co-operation of five of the lead- 
ing hotels. Among other things 
visitors will be invited to call at 
the Fs pee oo and it is 
in to mention rpose 
of thele vielt in tho lool peers. 


© FOCUS ON SWITZERLAND -~continued 


of U.K. machinery as the occa- 
sional example of the household 
gadget which does not run when 
connected to the power supply 
The fault may be small a 

right in a few seconds by the 
dealer (the Swiss man-in-the- 
street is not, generally speaking, 
a handyman) but it can have 
highly detrimental effects on 
further sales in a discriminating 
market.” 

The Swiss shopkeeper pays 
much attention to the inside of 
his store. In Swiss shops goods 
do not remain for months in 
— cases, collecting dust. 

display value of the shelves 
and cases is fully utilised. Goods 
are usually taken out of their 
wrappings or boxes and dis- 
ot in the bottle g ae = 
a ept spotless a ily 
dusting. Turnover is and 
the canning and bottling of U.K. 
articles meant for the Swiss 
market should be conceived with 


this in mind. 

To get the shopkeeper 
accept any kind of show ie 
for shop floors, the supplier of 

° te it 


Some shopkeepers allow noth- 
ak on their counters but will 
e Ag cards for the wall or 


well-printed, 
self-explanatory, brief in text, and 
not cluttered up with detail. 

The few exponents of Swiss 
poster art are recognised as being 
among the world’s best and pre- 
sent strong competition. A good 
colour photograph on a display 
card can be a good substitute for 
a poster. 
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Average net sale of the 


MORNING 
NEWSPAPERS 


of the Kemsley Group 


1,170,361 


copies per issue 
(Jan.—June, 1954) 


An increase of 


+2.3,022 


copies a day over 
the same period 
last year 


KEMSLEY NEWSPAPERS 


% These figures are certified by the Companies’ Auditors, in accordance with the formula 
prepared by a Committee of the Newspaper Proprietors Associati 


ADVERTISER'S WEEKLY 


Daily Dispatch 


The Voice of the North-West 


Daily Record 


Scotland's 
National Newspaper 


Rewcastle Hournal 
First in the North-East 


Sheffield Telegraph 
Sheffield’s Only 
Morning Newspaper 


The Dress and Hournal 


Dominates 
North-East Scotland 


Mesiern Mail 


The National Morning 
Newspaper of Wales 
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A.) Dratting Card 


The perfect surface for airbrush or line work 

with reproduction qualities of the highest class, 

plus a drawing surface on the reverse side for 
pencil, pen or wash. 


DS DRAFTING CARD 
is supplied by the dis- 
tributors of Kodatrace 
and you are invited to 
send for descriptive 
leaflet and free test 
samples of both 
materials. 


SOLt OIsTRIBUTORS 


H. C. STERN, CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2 


Telephone: HOL 6086 


dreamed 
about... 


about... 


Here at last is the advertising Journal you've been waiting for! 
Informative yet lively, serious yet up-to-date, practical yet 
aesthetically satisfying, Advertising Review costs five shillings 
quarterly from the publishers. 


ADVERTISING REVIEW 
St. Bride's Press Ltd., 8 Southampton Row, W.C.1. 


Do this now— Write your name and address in the margin, cut out 
this ad. and post to us for 4 issues/first issue (state which). 


JuLy 22, 1954 


Census figures seen 
as aid to business 


The value of official census figures is sometimes 

the tendency is for curtailments in the 

any economy drive. The reaction to 

States was both fast and vigorous on 

and the situation is described here by JOHN 

J. Walter Thompson Co., Ltd. He believes that there are many 

lessons to be learned in this country from the findings of a report 
made to the Secretary of Commerce. 


NE OF the first things 

done by any in-going ad- 
ministration or government 
outside the Iron Curtain seems 
to be ruthlessly to cut the 
existing statistical services. 
This is presumably some sort 
of political gesture to the lay- 
men to show who is master— 
the man or the machine. 

The United States has recently 
been no exception. Drastic cuts 
in existing “schedules” were 
made which effectively prevent 
much data regarding 1953 busi- 
ness to be collected this year. 
Instead, the various bureaux were 
given the task of trying to set up 
sample studies to take the place 
of the censuses and other jetti- 
soned activity. 


Very rapid growth 


very marked and very rapid in its 
growth. 

In consequence possibly, an 
Intensive Review Committee was 
set up last October to report to 
the Secretary of Commerce as 
soon as possible. (The Secretary 
of Commerce is responsible for 
much of the large-scale statistical 
work through the Bureau of the 
Census and the Office of Business 
Economics.) ; uit iengete 

Through 11 specialist 
this committee has collated and 
appraised the views of some 
1,200 organisations representing 
thousands of companies with 
over $250 billion sales turnover, 
and many millions of workers 
and farmers. The American 
Marketing Association, the U.S. 
Chamber of Commerce and the 
National Industrial Council gave 
full co-operation. 

The report was published 
recently and makes vivid readin 
while we still wait for most o 
the promised final reports on our 
own Census of Distribution— 
taken three years ago. 

The recommendations can 
briefly be put as follows: 

The 10-year Population Cen- 
sus must go on; the next one 
should tabulate data for even 
more urban areas than at 
present; a Census of Agricul- 
ture for 1954 should be taken 


(cost $23 million!). In 1960 it 

should be married in to the 

Population Census, and both 

ought to be taken in the 

autumn so that more value can 
come from the Agriculture 
details provided after the har- 
vests; sample censuses should 
also be made every two years 

—with smaller surveys for the 

years between; the Housing 

Census should also be taken 

with the Population Censuses, 

and with an intervening five- 
year sample census. 

All these are recognised as 
providing the only source of 
many statistics vital for i 
administration and defence. So, 
too, the absence of the Census 


ded as a severe handicap to 
usiness and government and 
should be taken in 1955. Annual 
surveys should also be expanded 
and only if these are not ade- 
quate should a two-yearly census 
programme be restored to pro- 
vide greater knowledge of pro- 
cesses and uses of mai 
Additionally the product classes 
for the tables should be chosen 
with an eye more to the require- 
ments the industries con- 
cerned. 


An essential factor 


The Census of Business 
(roughly our Distribution Cen- 
sus), which covered three million 
establishments in 1949 and was 
also cut out this = is recog- 
nised as a “must” for the efficient 
management of distribution and 
production, and should be car- 
ried out in 1955. The cost will 
be $9 million. A Bill has now 
been introduced to permit imme- 
diate censuses of manufactures 
and business in order to guard 
against a complete breakdown of 
the government's statistical work 
in the economic fields. 

The annual and monthly 
returns of retail and wholesale 
sales ra: samples (as in our 
Board of Trade panels) should 
be maintained, declares the 
report, and, if possible, more 
comprehensive stock data should 
also be secured. The foreign 
trade returns should be made 


@ Continued on page 186 
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Average net sale” of the 


EVENING 
NEWSPAPERS 


of the Kemsley Group 


1,324,381 


copies per issue 
(Jan.—June, 1954) 


An increase of 


+26 510 


copies a day over 
the same period 
last year 


a ae TT cS MR ome 


KEMSLEY NEWSPAPERS 


%& These figures are certified by the Companies’ Auditors, in accordance with the formula 


prepared by a C of the 


paper Proprietors’ Association. 
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ADVERTISER'S WEEKLY 


A NEW JOURNAL 


of progressive production practice 


‘PROCESS CONTROL’ 


COMMENCING OCTOBER 1954 — 


A Monthly journal on the practical applica- 
tion of instrumentation and automatic 
control gear in industry. 


READERSHIP : 


“PROCESS CONTROL” will be written 
for users of this equipment; potential 
readers are General Managers, Works 
Managers and Engineers in over 12,000 large 
industrial undertakings. 

Single copies 2s. 6d. Annual Subscription 


£1-10s. Order now from newsagents or 
the publishers. 


ADVERTISING : 


“PROCESS CONTROL” will appeal to an 
expanding but specific market never previ- 
ously covered by a single journal : there is 
no waste circulation. 


Rate cards and full details on request. 


Publishers : 
THE COLLIERY GUARDIAN Co. LToD., 
30-31, FURNIVAL STREET, LONDON, £.C.4, 
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© VALUE OF CENSUS FIGURES -continued 


more comprehensive and “more 
appropriate to the needs of the 
world’s largest trading nation.” 
Steps should be taken to get 
prompter publication of both 
sample and census data with 
improved legibility; fuller use 
of advisory committees drawn 
both from the “unfortunates” 
who fill up the forms and the 
others who have to use them; 
research work on sampling tech- 
niques to be stepped up. 


Use of sampling 


This latter point is of con- 
siderable importance; continual 
emphasis is placed throughout 
the report on the use of sampling 
for interim surveys and it is to 
be hoped that the proposed 
strong methodological team to 
research into sampling techniques 
will be of great benefit, firstly, 
in keeping costs down, and 
secondly, in helping the general 
progress of sampling for other 
marketing purposes. 

Credit is paid to the American 
Marketing Association, whose 
members did a brilliant organ- 
ising and tabulating job at their 
own expense in getting details 
of the uses of this Census data. 

The committee’s views on the 
general value of the figures are 


| Stimulating and statesmanlike : 


A free society demands the 
widest and quickest possible 
spread of information, for the 
millions of independent deci- 
sions on which the welfare 
and standard of living of the 
people depend, can only be as 
sound as the data they have 
to go on. Over 2,750,000 more 
people have to be cared for 
and catered for every year. 
New stores and even shopping 
centres have to be planned and 
located. To aid the range of 
vital current low-cost sample 
“surveys,” the government must 
provide the census “bench- 
marks,” just as detail map- 
makers work off the ordnance 
surveys. 


The committee has also 


| emphasised one aspect of the 


Census of Distribution which is 
somewhat neglected here, name- 
ly, that of the information on 


trends provided by a regular 
series of data. They make 
another cogent comment, appro- 
priate also here—‘“Most users 
don't know they are using the 
Censuses, Perhaps the managing 
director may not, but somewhere 
down the line one of his back- 
room boys certainly does.” 

The spate of uninformed or 
parochially myopic comment on 
what has so far emerged regard- 
ing our own Census of Distribu- 
tion is the more to be regretted 
when we read how competitive 
U.S. business so ardently sup- 
ports the spread of figures, uses 
them, and recognises their finan- 
cing as a “productive cost.” 


Repairing the damage 


The story of the recent re- 
trenchment, the committee ob- 
serves, is not a pretty record, 
and strenuous efforts will be 
required if the damage done is 
to be repaired. “Statistical pro- 
grammes command no pressure 
groups, and damage is not visible 
immediately to the naked eye, 
unaided by an understanding of 
the vital part they play in the 
economy and society generally. 
These economic indicators serve 
as indispensable guides to action 
by government and by the mil- 
lions of separate units compris- 
ing our society—and not least 
by over four million business 
concerns” amid “the great up- 
surge of population growth” and 
“the great technological revolu- 
tion which is remaking the 
country's industrial map.” 

The passage of the necessary 
legislation through Congress will 
be watched with interest here. 

Meanwhile, we can ask “How 
long, oh Census office, how long 
before we can read the rest of 
the 1950 data on our shops and 
warehouses, and how long again 
before we can hope to see 
another based on all that has 
happened since derationing?” 


There is much to be gained by exhibiting at agricultural shows and 
not merely for manufacturers of goods specifically for the farm. 


At the Bath and West Show, however, the Steeple Cup for the best 
trade stand (shown here) was won by the farm machinery firm of 


Petter. 
+. 


Designer of the stand was A. J. Jebwab and the constructors 
were Osters and Fleming of London. 
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KEMSLEY 


IT’S THE SAME STORY OF SALES 
PROGRESS WITH THE SPORTING AND 
WEEKLY NEWSPAPERS OF THE GROUP 


NATIONAL 
SPORTING PUBLICATIONS 


SPORTING 
CHRONICLE 


The ONLY National All-Racing 2d. Daily 


117,278 


Average daily net sale for June, 1954 
SPORTING CHRONICLE 


HANDICAP BOOK 


209 921 


Average weekly net sale for June, 1954 
SPORTING CHRONICLE RACING UP-TO-DATE 


FORM BOOK 


6,763 


Average weekly net sale for June, 1954 


& These figures are certified by the C panies’ Auditors, in d. with the formula 
prepared by « Committos of the Newspaper Propristers’ Association. 


NEWSPAPERS 


| 
j 


ADVERTISER'S WEEKLY 


-———PROVINCIAL—— 
WEEKLY NEWSPAPERS 


Average Net Sales for Jan.-June, 1954 
Stockport Express 
36,406 
Macclesticlas Times 
& Courter 
17,578 


|@Ol eekly Honrnal 


(Aberdeen) 
14,096 


WEEKLY2%@MAIL 
(Cardiff) 


19,218 


— PROVINCIAL —— 
SPORTING PAPERS 


Average Net Sales for Jan.-Jene, 1954 
SOUTH WALES 


FOOTBALL ECHO 
105,857 


Green Un 
(Sheffield) 
164,357 
OW na 
(Glasgow) 
51,247 
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cleansing cream and the 


ADVERTISER'S WEEKLY 


Packaging Survey 


WO DEVELOPMENTS 

have recently taken place 
of major importance to those 
who, one way or another, are 
involved in the business of 
personal beautification: the 
new Richard Hudnut cosmetic 
range, and the introduction 
into this country of the Sans 
Egal — “Both develop- 
ments have come along with 
attractive packs. 

For example, the lipstick item 
in the Hudnut range has been 
ions with a base - .- like 
glass—but is not; it is = 


ing cream seem to be packed in 
attractive stone jars—but they 
are not; the material is sprayed 
opal glass. Another new item in 
this cosmetic range is the 
“Flatter face” which does not at 
all mean what it could mean. 
Officially described as “a com- 
plete make-up which is quicker 
and cleaner to use and gives per- 
fect results every time and, 
what’s more, it’s non-spillable,” 
it is presented in a_ similar 
“spra opal” shade but this 
time in a plastic, 


Delightful appearance 


If this new line does not sell 
well the fault can hardly be said 
to lie with the designers of the 
packs. To-at least one mere 
male they look delightful. 

And so does the triangular lip- 
stick pack in scarlet, black and 
gold which will soon make its 
appearance in retail chemists and 
stores all over the country when 
Sans &gal International (London) 


yey * Ke OUNP og 
' 


or WS RET. 2 


Attractive containers 
for new cosmetics 


By Our Packaging Correspondent 


Ltd, launch their Sans Egal lip- 
stick on the British market. 

Main copy line for the lipstick 
is “Incredible . . » Indelible.. . 
Sans 1.” Its chief claim is 
indelibility, based on a new 
principle evolved by a Danish 
chemist. 


Tests for Britons 


This Sans Egal product is now 
being bought regularly by more 
than 50 per cent of the women 
in Scandinavia and Finland, and 
is rapidly gaining ground in other 
Continental countries. i 
tests were carried out on per- 
fume and texture to suit the 
tastes of British women. The lip- 
stick comes in a mock-gold case 
with a star design and the refills 
are py ey ae in aluminium 
foil so that a can be put into 
the container without staining the 


gers. 

Greenlys Ltd. were res ble 
for the original new pack design 
and the di | material, and 
have co-operated in the planning 
and preparation of the scheme 
at every stage. 

A display box to hold 12 lip- 
sticks in the new triangular k 
has been designed in the colours 
of scarlet, black and gold. The 
lid folds back to form a show- 
card at the back of the box. 
The star design of the mock- 
gold lipstick case is repeated on 
the pack and the display box. 
Greenlys Ltd. are also handling 
the advertising and are very 
enthusiastic about the product. 

Incidentally, those who think 
up the titles for cosmetic items 
must indeed have a fine time of 
it. What could be more engaging 


a. 


The new Richard Hudnut cosmetic range. Theecontainers for the 
“Creme Superbe’ (both seen on the left) 


are of sprayed opal glass. 


Lady Barnett does 
not find it an un- 
pleasant task to 
embrace the new 

k of wines 
offered by Seager, 
Evans & Co., Ltd. 


than to sit back and let the 
following creations flow out of 
the mind: “Dancing flame,” 
“Dreamy pink,” “Sure fire,” 
“Cherokee” and, best of this Sans 
Egal lipstick name line in my 
opinion—‘Sugar-plum pink.” 
x * * 

Wuen Seager, Evans & Co., 
Ltd., launched their novelty pack 
“What's my wine?” they gave it 
a Fa send-off by having Lady 
(“What's my line?”) and Sir 
Geoffrey Barnett along to lunch. 
The pack is a clever reproduction 
of a table model television set 
and holds eight baby decanters 
of assorted wines from the 
Seager, Evans establishment— 
port, sherry, South African dry 
and brown sherry, egg flip, Sea- 
gavin, Tarragona, ginger 
wine. . 
The copy line on the leaflet 
announcing this novel package 
is also full of enthusiasm for the 
product : 

“Here is the opportunity to 
invite friends to your own 
‘tasting’ and to compare wine 
from the sun-drenched vine- 
yards of Spain, Portugal, South 
Africa and Australia.” 

* ca * 


A NOTABLE adaptation of the 
“two-in-one” principle of pack- 
aging has been introduced by 
Frears Lid. for two of their 
varieties —‘Chelsea biscuits” and 
“Arrowrootewafers.” Two iden- 
tical four-ounce units in colour- 
fully printed “Cellophane” cellu- 
lose film are retailed in an outer 
wrap of film which has the 
addition of a tear-strip easy 
opening device. 

The printing on the inner 
packs consists of a number of 


The display box 
designed to hold 
12 of the new 
Sans Egal lipsticks 
has been coloured 
in scarlet, black 
and gold. The lid 
can be folded back 
to. resemble a & 
showcard. The | 
lipstick itself 
comes in a mock- 
gold case with a 
star design. 


Below: Powell's Biscuits Ltd. of 
Preston, are now pre-packing 
their products for retail sale. 


Frears Ltd. 
of their varieties in double units. 


have packaged two 


elements in red, grey and white 
—distinctive colours used widely 
by Frears on their packs. Red 
and grey borders traverse each 
pack, a central panel gives the 
type of biscuit and copy is 
— on each side of the packs. 
this, attention is drawn to 
the gold tear-tape and the advan- 
of ioe Ny tang method 
packaging in terms of storage 
and freshness. 
Combined in one pack, the 
printed units give an effective 
@ Continued on page 190 
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Meaty Matters... 


The scientific approach to selling— 
irrespective of the commodity or service— 
must include display at point of sale. 


Our clients LC.I. have long since 
proved the value of display in 
their vast selling’ organisation. 


But whether your requirements are 
for a single display or a thousand, you 
will find us eager to supply your needs 
and to give you the helpful advice 
born of thirty-five years experience. 


Priestieys for LC1. Ltd. : ee hee 


@Priestleys fal 


Commercial Rd. Glo'ster 22281-4+ 9 Buckingham St.£.C.2.Tra 4277-8 - Birmingham Cen.1941- Manchester - Cardiff 
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@ PACKAGING SURVEY -~continued 


Beau Nash put his money 
we on Bath—and won ! Since he 
oa made it a centre of fashion and opulence 


: J | The first award-winning entry in the National Cutlery Packaging 
ce ie Bath has never looked back, Today it owes its prosperity 


| Exhibition, recently held in Sheffield, was made by Remploy Ltd. 


balanced design. Their sides, in ately and remain fresh until used. 
fact, face in different directions This method satisfies all the 
so that the full story (including requirements of satisfactory 
details of the total weight) can packaging (hygiene, protection, 


eR ile tall aie a a 
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“. Siok ape ee 


Get details from 
The Advertisement Manager, tha Per Street, London E.C.A. Central 2767. 


Glovers 


a group of nine 


influential newspapers 


A.B.C. 


be read from either side of the 


| total unit. When the gold tape 


is pulled, the outer film wra 


| falls in half and the two small 


units, thus made available, can 
used or stored as required. 
The double transparent wrap 
enhances the shine of the print- 
ing and ensures a double degree 
of protection for the contents 


| which remain en, 4 visible 
| through the film. e 


inner 
wraps are printed by Colodense 
Ltd. 

Another biscuit pack develop- 
ment comes from Powell’s Bis- 


| cuits Lid., of Preston, who have 
| been making and selling the 


food for over a century. The 
firm have kept well up to date 
in their methods of presenting 
and packaging their products, 


| however, and have, as result, 


enjoyed increasing customer and 
retailer approval. Their recent 
method of pre-packaging, for 


| example, has helped them main- 


visibility, display value and ease 
of identification and handling) in 
an economical way. 

* * 


cy 

FIRST PRIZE at the National 
Cutlery Packaging Exhibition 
held in Sheffield was won by 
Remploy Litd., the industrial 
organisation set up nine years 
ago to give employment to regis- 
tered badly disabled people. 

The award was won with a 
specially designed box to hold 
an electric razor manufactured 
by Chilton Electric Co. Stoutly 
made, the box contains an inset 
into which the razor fits. This 
inset was so designed that the 
electric wire could be wound 
round a special base piece set 
beneath the razor. The box 
interior has been finished in 
a red plush with silver and gold 
lettering. The exterior is in a 
mottled silver-grey. 

The package was designed by 
W. Wright, manager of the Rem- 


tain a considerable outlet for ye A ame BL a: 
their biscuits in grocers’ shops Soateat pro} : 
x 2 manufacturing the box for Chil- 
: a | and multiple and self service ton Electric Company's “Kub” 
| Stores all over the country. | * : 

3 ; electric razor. 

x = SSS | Strong direct wraps of * 1k # 

re : LARGE |, moistureproof “Cellophane” cel- A NEW presentation for the 
ee ml et da et lulose film are applied to half-lb. “de Farre’” modern jewellery has 
RY : INK quantities of collated biscuits. been organised by Richard 
2 —— An identifying paper band, [onsdale-Hands Associates. The 
4 = clearly printed with weight and  jjustration on this page shows 
af: price details, is applied outside some of the range of cardboard 
ot the film-wrap to complete the envelope packs designed to con- 
4 sales unit. Chocolate milk-bar, tain necklaces, bracelets, ear- 
. custard cream, fruit small, ginger rings and brooches. Their black 
1 nut and shortcake are among the exterior is decorated with a wide 
15 varieties supplied. white band bearing fine gold 
8 The biscuits are wrapped and lines. On this appears a red 
sects heat-sealed in the film immedi- lozenge seal carrying the name. 
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one-piece ‘‘de 
wht | Farre’ folders is 
A FIRST QUALITY PRODUCTION WITH Qimy | lilac. wirh the base 


ia covered in black 
EDITORIAL AND NEWS TO MATCH 4 flock paper upon 
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EMMOTT & CO., LTD., 31 KING ST. WEST, MANCHESTER, 3 ve _ which the jewellery 
s LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 ‘ss | rests. The printing 
if has been done by 
, Ford Shapland & 
s Co., Lid. 
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a In fact, it is this very variety that makes Bath such a i 
oe flourishing centre. it is the focal point of a rich farming 
se countryside. It is the home of many busy light industries. 
Be! It is a health resort, and a famous tourist attraction. It 
ie houses a large branch of the Admiralty employing nearly ee 
% 10,000 civil servants. This all adds up to one of the most 
ye inviting mass markets in the country. A market that is _— 4 
hn “ blanketed " by the Bath Chronicle at 9/- per S.C.1. It is SF 
Mes © the only oreting poet printed in Somerset, and 34,000 are sold 
fe every nignt—14 every house in the city—and it is widely read 
sa —_— throughout Somerset and Wiltshire. 
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New design for pen shop 


makes sales easier 


Comfort for patrons played a big part in the redesign of the 
interior of a pen shop in Piccadilly. A jewellery display section 
has also been added. 


QOMETHING new in shop- 
ping facilities is offered the 


public in the Biro Swan Pen ° 


shop in Piccadilly which has 
been given a completely new 
decor. 

The entire scheme has been 
handled by Richard Lonsdale- 
Hands Associates. 

The interior has been given an 
acoustic ceiling with sunken 
lights at a lower level than the 
original ceiling. The result is 
added spaciousness and calm 
despite the busy nature of the 
district. A rest area for clients 
has been provided, with ban- 
quette seating and a book-rack; 
beyond is a special jewellery dis- 
lay case where De Farre jewel- 
ery is on show. 


Right test he 


Sales counters have been 
designed to the right height for 
testing pens. Solid sections for 
writing are provided interspersed 
with sunken display cases, illum- 
inated to show the ranges of 

ns. Behind the counters can 

» seen the pen servicing room, 
provided with hatches for both 
Biro and Swan Pen servicing. 
On the shopfront a new facia 
sign carries bold branding, and 
the windows are treated in a 
manner that matches the design 
of the interior. 

The theme chosen for one 
recent window display was 
“Spring”—a range of Swan Pens 
being shown against giant flowers 
whose coloured metallic petals 
revolved while other pens were 


The new Biro retractable pen has 
been shown held by a huge metal 
hand in one of the windows of 
the newly designed Biro Swan 
Pen shop. Powered by electricity 
the pen is made to retract. 


displayed around and below 
them. 

The other window showed a 
large model’ of the new Biro 
retractable pen, held in a great 
metal hand. Electrically con- 
trolled, the n extended and 
retracted, while a flashing light 
system described the mechanism. 
Around its base smaller versions 
of the same metal hand held 
examples of the actual Biro pen. 

The windows are brilliantly lit 
by batteries of sunken spotlights. 


Interior view of the newly designed pen shop. Spaciousness and an 
atmosphere of calm has been achieved despite the busy outside 
environment. Sales counters have been specially arranged to ease 
selection and testing of pens. A rest area for patrons has also been 


provided. 


Hone Counties Nevsonoras Gnovp 


ABC NET SALES JULY-DEC., 1953—129,729 


ABC NET oe 
JAN.-JUNE, 


132, 860 


1,000 square miles of Beds, Herts and Bucks (with 

probably the lowest figure of unemployment in the 

country) is the area through which our eleven 
individual local newspapers circulate. 


TRADE 
pe FLAT 
INCH = RATE 


Rote Cards for the Group or individual papers, on request. 
REPRESENTED IN LONDON BY 


WILL KITCHEN jr. LTD., 131 Fleet Street, E.C.4 


Phone: CENTRAL 1960 


Head Office: MANCHESTER STREET, LUTON 


Phone: LUTON 5050 
Advertisement Manager: C. W. Gilder 


A Bigger SALES FORCE 
FOR YOUR NEXT CAMPAIGN 


For easy and rapid Photo-printing; for ‘stats’ on 
the spot; for Enlarging, Reducing and trouble-free 
Visualizing. Confederate of the well-known Grant 
Standard Projector, but even more versatile and 
rapacious for work, When discovered, will be given 
hard labour for life. Finders will be wei. Raewarpep 
in increased efficiency and absence of worry. In- 
quiries to Grant Production Co. Ltd., 4 Rathbone 
Place, London, W.1 (Museum 8717) or 7 Little Park 
Street, Coventry, (Coventry 64978). 


The Photoprojector 


ADVERTISER'S WEEKLY 
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Fountain Pen by Wyvern .. . 

Pencil by Eagle... 

Brush by Clifford Milburn . . . 

IDEA(s) by 
BARRINGTON BREE 

a cai ret cc 


the inatively thoughtful in sales- 
ve Advertising Presentation. 


Enquiries to 114 WIGMORE STREET, W.1 


SILK SCREEN ARTS Lt? 


97 SHIRLEY ROAD. CROYDON 
ADOISCOmMBE 8147-6 


1/GHEST GRADE 
LEAN SHARP 
TART MANGHIP 


PEEDY SERVICE 
\ EXPRESS £ 
DELIVERY 


“DAY-GLO” PRINTERS 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT. Ours, 


INTERESTED IN AMERICAN 
ADVERTISING 7? 
if so, get the cor plete picture in 
RTISING AGE, America’s 
national marketing weekly. 
Now available in Britain for only 
49 shillings a year. 
Send orders to McGraw-Hill Publish: 
Co. Led., 95 Farringdon Street, 


ween 


tell 
ifectively than words. | TECH NICAL, INSTRUCTIONAL 
Autotype, Brownlow Rd., W.13 Ealing 2691 AND ENTERTAINMENT FILMS 


As Producers of films — 
we are proud to have 
served the womens, 


Air Ministry 
Allen & P macnn Ltd. 
Aristoc Limited. 
Bookers Sugar Company 
Limited. 
B.B.C. 

The British Council. 
The David Brown Companies. 
Cow & Gate Ltd. 
Central Office of Information. 
H. J. Enthoven & Sons, Ltd. 
Glaxo Laboratories Ltd. 
Hanningfield Water Joint 
Managing Committee. 
Lead Industries Development 
Council. 

Leather Publicity Council. 
London County Council. 
The Owen Organisation. 


Royal Warehousemen Clerks & 
Drapers’ Schools. 

Tin Research Institute. 
United Rum Merchants Ltd. 
University of London. 

C. C. Wakefield & Co. Ltd. 
William R. Warner & Co, Ltd. 
Williamson Music Limited. 


S$ 


STANLEY 


CHOFIEL 
PRODUCTIONS I” 
6.748. Old Bond St. 
London W.1. 
MAY fair 4642/3 


: AMBASSADORS for INDUSTRY 


FILMS 


PATHE HOUSE, 
133 Oxford Street, London, W.1 


. GERrard 0903 —s i 


Review of Advertising Films 


JuLy 22, 1954 


N THE 16 mm. film version 

of Pye Ltd.’s Radio Luxem- 
bourg programme “People Are 
Funny” the sponsors are 
| clearly looking ahead to com- 
| mercial TV and wondering 
| whether or not this well- 
established radio programme 
can be reshaped to fit the other 
medium. 

“People Are Funny” is a 90- 
minute radio show presided over 
by Peter Martyn, a compére with 
a fund of patter who treats his 
script as a working directive. 
The film version of this show 
was made from a live perform- 
ance at Harrow and has been 
edited to a running time of 30 
minutes. 

The producers of the film, 
Film Partnership Ltd., have done 
an extraordinarily good job 
under most restrictive conditions 
—one is tempted to say, under 
conditions rather more static 
than those prevailing in the TV 
studio. To look at, there is only 
the decor-less stage peopled by 
microphones, coils of wire, a few 
spruce-looking gentlemen in 
evening dress, and the lucky 
couples all too glad to be the 
victims of practical jokes in 
order to collect their free Pye 
prizes. 

For visual variation, the 
camera hovers from time to time 
over the audience, recording their 
absorption in the harmless fun 
going ahead on the stage. 

The TV possibilities of “People 
Are Funny” are glimpsed from 
the sequence where one middle- 
aged male contestant has under- 


| Scene from “The Ingot’ one of 


| 


@ series of new instructional 
films recently made for the 
British lron aa Steel Federa- 
tion by Merton Park Studios Ltd. 


Popular radio show with 
commercial TV chances 


By PAUL NUGAT 


Petula Clark features in the 


new Re, Oil Company film 
“The Right Spirit.” 


taken to spend a night in a 
reputedly haunted house, while 
unbeknown to him, his com- 
Fv is a stooge who does his 

el best to make him desert his 


POA great deal of the fon in this 
programme takes place in out- 
side localities. With film cover- 
age from concealed cameras, the 
opinion is that this listening pro- 
gramme could be converted into 
a commercial TV success. 

a * x 


HE INSIDE story of the 

production of advertising 

has long needed telling 

for the enlightenment of adver- 

tising agents and through them, 
their clients. 

In their 25-minute film “Inside 
Story” Theatre Publicity Ltd. set 
out to supply this want with a 
proper regard for objectivity and 
a full array of facts and salient 
statistics on distribution with 
costs per audience head. 

It remains to be said that in 
moving through the production 

rtments and watching the 
infinite pains taken by the artists 
with their series of animated 
drawings and the delicate wars 
for a 3-D cartoon puppet, the 
film itself no more than hints at 
some of the complexities of these 
very short films. This modesty 
is unusual in the film industry. 

* * * 


Tint who docs ot abuse his 
client who does not abuse a 
right to his product to 

limit. F my BS Oil Company 


in their first essay into screen 
advertising have had Pearl & 
Dean Ltd. produce just such a 
pleasant story-ette about an old 
car breaking down in a country 
lane with water in the petrol 


@ Continued on page 193 
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© REVIEW OF ADVERTISING FILMS -—continued 


Arranging one of the scenes in the four one-minute colour films 
produced by Pearl & Dean Ltd. for Coca Cola. Location was the 
South of France. 


tank. It takes the cajoling charm 
of Petula Clark to dig a lo 
driver out of a roadside é 
with, of course, the right petrol 
= * into the old car. 

Right Spirit,” a two- 
minute film, saves up the Regent 
theme of packing a punch until 
the end. . 

oe * 


HE MERITS of Richard 
Thomas & Baldwins Ltd.’s 
Chronicle” have to be 

judged on the basis of the single 
purpose for which this 14-minute 


film was made. 
Somewhat hurriedly, 
decided to give the electrical 
buyers visiting Olympia a sales 
film in which the manufacture of 


Cookley was to be silently com- 
an attractive Miss 
Cookley, dressed as a cigarette 
girl in a night club (see Apver- 
Tiser’s Weexy, April 22, page 


3). 

If Miss Cookley’s garb seems 
rather out of place in both the 
unromantic setting of Cookley 


and the cold light of day, one is 
prepared to accept the sponsor's 
submission, that a little glamour 
is very acceptable at the end of 
the business man’s day. 
The film was produced 
Scientific & Technical Films 
* * 


OTH THE Sunday Express 

and the Star have made use 
of screen advertising to build 
up circulation and public interest 
in their respective feature stories 
—Geoffrey Bocca’s “She Might 
Have Been Queen” and Sir 
Harold Scott's reminiscences 
“Scotland Yard.” Theatre Pub- 
licity Ltd. made the two films 
res; ively titled “In the Year 
1936” and “Scotland Yard.” The 
latter film was made for the 
agents Anthony Brown Advertis- 
ing Ltd. 

or the Sunday Express, they 
were able to draw upon the 
unique Rank Organisation 
library resources to refresh the 
public’s memories of that stirring 
1936 event. For the Star, th 
filmed the editor's interview wit 
Sir Harold and—to supply the 
atmosphere—brought in scenes 
from tland Yard. 

4 


ok * 

HE CURRENT trend in screen 
advertising to be amusing 

is clearly seen in Ovaltine’s 
latest two-minute film “Good 
. Long-standing 

users of the film medium, they 
break fresh ground in stylin 
their new offering in musica 
comedy vein with rhyming lyrics. 
The result is equally pleasing to 
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wae Theatre Publicity Ltd. 

* * * 
AVING LAUNCHED their 
latest product, Sugar Puff 

cereal in a carton designed to 
delight ng children, Quaker 
Oats Ltd. have sponsored a one- 
minute colour film “Sugar Puff,” 
which maintains the same hi 
standard. The Sugar Puff train 
uffs its way throu a Walt 
isneyish countryside, taking 
aboard all the ingredients of the 
cereal. 

This, too, is a Theatre Pub- 
licity Ltd. production. 

+ * + 
ERY MUCH in the same 
colourful vein and from the 

same studios is the animated film 
for Tavener’s Fruit Drops. Here 
we have a gnome weaving his 
way through an aromatic maze 
from which Tavener’s sweets de- 
rive their flavour. Only six 
words are spoken at the end. 

* ok + 


HE OCCASION of | their 
annual golf tournament was 
used by the Dunlop Sports Co. 
as the setting for a parade of 


strating his own le. Titled 
“Methods of the 


film stars 11 famous golfers and 
has been designed to entertain 
and instruct members of golf 
clubs, schools, etc. The com- 
mentary is by Leonard Crawley 
and the production by Ronald 
Riley in association with the 
Film Producers’ Guild. Run- 
ning time: 15 minutes, 


Successful screen 
advertisers choose 


Dy. * Texts prove that screen 
advertising captures the 
& attention of 95°, of all viewers 


J | 


PRESBURYS 


PRESBURYS Service includes the 
production and display of Solus and 
Semi-Solus Films (no restriction 

on length or number of visuals or 
mentions of your product) 

and of the shorter Filmiet in cinemas 
all over Britain 


for preference 


Member of the Screen Advertising Associetion ond of the Associotion of Specialived Film Producers 


S. Presbury & Co. Limited, Gloucester House, 19, Charing Cross Road, London, W.C2. Telephone: Wititehall 3601 
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NEW PRESIDENT 
OF ‘NAGS’ 


AMUSING capital was made by 
“Mike” Masius (chairman of 
Masius & Fergusson Ltd.), captain 
of the Newspaper and Advertisers’ 
Golfing Society, at the Summer 
Meeting prize distribution, from 
the fact that Robert B. Foster, the 
new president, is, like himself, an 
American, Mr. Masius suddenly 
roduced two miniature Union 

acks and presented one to Mr. 
Foster, keeping the other for him- 
self. Actually, since Mr, Foster 
has spent 41 of his 63 years in this 
country I reckon we may regard 
him as two-thirds English. Until 
he retired recently he was chairman 
of Colgate-Palmolive. 

He has been a member of 
N.A.G.S. for a good many years 
and, together with the secretary, 

udgell, was responsible for 
reviving its activities in 1947 (when 
trol was released). Incidentally, 
in this month’s Golf Monthly, Mr. 
Hudgell has an article about the 
club in which he mentions that at 
the Spring Meeting Mr. Foster at 
last managed to get a cup—with 
the help My another American T. V. 
Boa “Very considerable 
help,” Mr, Hudgell told me 
privately, with a chuckle. 

Mr. Foster used to play off 
scratch, but anno domini has now 
given him a handicap of seven. 


** Wo man has ever done so much 
for a trade. People have come 
from far and wide to greet him 
to-night.” 
Life must have seemed worth 
living for the man who heard this 
to him last week. But 
the recipient always enjoys 
, For it is none other than 
H. R. (“Dick”) Simmons, at the 
party he and his son Teddy gave 
to celebrate the 40th anniversary of 
Games and Toys. 
. * * 


SOME idea of the value which 
American advertisers place on top- 
line television formers may be 
uged from the fact that Betty 
urness, who appeared in the final 
edition of “In Town Tonight,” 
collects about £500 per week. This 
Westinghouse TV star was the guest 
of a special “welcome to Britain” 
rty at Claridges arranged by 
cCann-Erickson earlier this 
month, Westinghouse Electrical 
International being one of their 
major clients in the States. 

Miss Furness is reputed to be the 
first woman to have put over com- 
mercial sales messages; previously 
it had been believed that only men 
could convince the housewife. A 
great many “best saleswomen”™ 
awards have come her way. The 
Westinghouse : sponsored ro- 
gramme, “Studio One,” in which 
she compéres and demonstrates, is 
broadcast coast-to-coast to some 23 
million viewers. 


7 ADVERTISING MANAGER’S CORNER | 


H----S 


Life always seems a bit of a puzzle when you've 
just had cross words with the Old Man and 
been blank-well told that one more blank job 


like the last and you're for it. 


Naturally you 


haven't a clue about what to do next, but 


fortunately we can give you one. 


along (Kingly Street). 


Try No. 29 


It’s the name of a firm 


(with experience) in six letters, beginning with 


H and ending with S. 


It stands for out-of-the- 


rut ideas, brilliant colour printing, and high 


speed service. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel. ; REGent 3295-4 
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JANE—AGE 5—HAS BEEN HELPING FATHER 
TO SELL FOR TWO YEARS 


Tue story published in Apver- 
riser's Week y, July 8, telling how 
the 22-month-old daughter of John 
Hayward, of General Electric, is 
appearing in G.E.C.  publicit 
material, has produced a swift fo 
low-up a — A. parent, 
John vertising and 
ublicity anon Grundig (Great 
itain) Ltd., the tape recorder 
ople. 

‘Here at G we believe in 
making the whole amily work for 
the old man,” he writes me. “‘My 
daughter Jane—now five years old 


—has been helping to sell Grundig 
bale Recorders pictorially and ver- 

for the last two years. Her 
voice is heard on the demonstration 
tape sent out with our machines, 
and her photographs with a Grun- 
dig have appeared in twa nationals 
and four magazines, besides our 
own leaflets. Now I'm just waiting 
for Jane to grow up so that we can 
bring a pin- irl into our adver- 
tising. I fin t having a photo- 
genic family—and being able to 
take the pictures myself—is a great 
asset in my job.” 


This picture, showing five-year-old Sane Ridley with her mother and 
brother, has publicised Grundig's tape recorders several times and appears 
in the firm's current leaflet. 


Caught 3 salmon 


AS « journalist in advertising I'm 
suspicious of “fishy” stories, but 
here's one that, believe it or not, 
is true. That ex-Notley man, Pat 
Auld, who now runs his own 
agency with Jack Tilbury, went 
once again to spend his summer 
holidays fishing trout in Somerset. 
But instead of trout he found 
salmon. 

And what salmon! It was the 

biggest run of salmon in_ the 
memory of local ;esidents. Pat 
Auld and one other rod—correct 
me if | get my te>ms ne 
landed 37 salmon in 12 days, Pat 
once catching three before break- 
fast. They—the fishermen, not the 
fish—-must have been the only 
holiday. Makers in Britain, at that 
time who approved of the weather. 
For, of course—note my assurance 
as an amateur—it ae the weather 
that caused the * 
_ Mr. Auld is our ‘more captain- 
ing the Agents and Advertisers 
versus Press and Print in this year’s 
“Two Freds” match for N.A.B.S. 
If his side scores runs with the 
same success as he lands fish, the 
incentive-givers are going to have 
to hand over a tidy sum to adver- 
tising’s own charity. 


* * * 


Vv ODKA cocktails are, | suppose, 
just as appropriate to Ostend as 
those made with gin. But they 
came as a pleasant surprise when 
| went along to the Belgian 
Institute (a couple of stone's throws 
from the Institute of Incorporated 
Practitioners in Advertising) the 
other evening, at the invitation of 
Kennerley Edwards & Associates, 
the public relations organisation, to 
hear Alderman F. Vancaille, chair- 
man of Ostend’s Tourism Com- 
mittee, talk about the hospitality 


before breakfast 


plans of his resort. Can it be that 
the vodka has something to do 
with the fact that Smirnoff are 
also a Kennerley Edwards account? 

I gather that plans for Ostend 
advertising in this country are now 
being formulated. 


a * * 


WHILE Earl De La Warr, the 
Postmaster-General, has been hit- 
ting the headlines over commercial 
television, his son, Lord Buckhurst, 
has also been making news on a 
somewhat smaller scale. He was 
recently appointed chairman of the 
committee formed by the Retail 
Trading-Standards Association to 
study fabric terminology and has 
also been elected to the Associa- 
tion’s council of management. 

Lord Buckhurst joined Stevenson 
& Son Ltd., the Moygashel fabric 
people, after war service with the 

rachute Regiment and became 
director of publicity some 18 
months ago. 


WEEK'S WISECRACK 
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“He's 380 
thought ‘Diploma’ was a 
cheese.” 
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an increase of 
47,258 


in twelve months 


* 
ABC Sale 


JULY/DEC. 1951. | 137,110 | 


JULY/DEC. 1952 182,761 ; 


JULY/DEC. 1953 | = 230,019 


PHOTOPLAY 


£140 per page — 12/2 per page per |,000 


A. H. McISAAC + ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD - 8/10 TEMPLE AVENUE - LONDON EC4 ~- CENTRAL 3544 
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Display packs for 1, 000 retailers during 


Inquiries drop 
90% when ads 


were cut 


A 90 per cent drop in inquiries 
when national press a 
was cut has been reported to 
Cheltenham 

The local Hotels’ and Caterers’ 
Association is protesting against 
the lack of publicity given to the 
town during the past year. 

They drew particular attention 
to the failure to advertise the 
town guide in the national press, 
and said this lack of publicity 
was largely responsible for the 
shortage of visitors during the 
winter months. 

Corporation _entertain- 
ments manager told his com- 
mittee that inquiries for the 
guide had dropped from 200 a 

y in previous years, to 20 a 

The Association have been 
told that their views will be 
borne in mind when estimates 
for the next financial year are 


Leprechauns sold 


in Canada 

Canadians were captivated 
two models of Irish leprechauns 
used by the Dublin firm of 
Modern Display Artists -_ in 
the dressing of the Coras 
Trachtala Teoranta stand at the 
ae International rade 

air. 

Coras Trachtala Teoranta, a 
body established by the Govern- 
ment of Ireland to promote Irish 

rts to the r area, was 

ibiting for the second succes- 
sive year at the Fair. Their 
stand was constructed and 
dressed by 


Ltd. 

While the stand was being 
erected, the leprechauns, gay in 
green and yellow felt, were used 
to hold a sign “Men at Work.” 
When the dressing of the stand 
had been completed, the sign 
was reversed to read “Job done. 
Modern Display Artists.” 

This was this firm’s first ven- 
ture in the Canadian mark 
although it has had Continen 
—- from Paris and Frank- 

rt 


Record of firm’s 
annual outing 


When Oldham Batteries held 
their annual works outing to 
Blackpool they were anxious to 
have a permanent souvenir of the 
event. So Gavin Starey Indus- 
trial Liaison Ltd, produced a 

ial four-page newspaper en- 
tled The Grid. Carrying many 
illustrations of the day's outing 
the newspaper was available in 
the works within 10 days of the 
trip. 


‘Carpet Fortnight’ 


SCOPE FOR COMPOSITE PAGES 
IN MANY LEADING PROVINCIALS 


Press, poster and display advertising on a large scale will 
be used during the British Carpets Promotion Council's 
Carpet Fortnight, from October 2 to 16. During the fort- 
night, the peak will be reached in the Council's continuous 
sales promotion drive, which has included an earlier spring 
campaign and monthly advertising throughout the year. 
Agents for the Council are C. J. Lytle Ltd. 


The Council is sponsored by 
the International Wool Secre- 
tariat and the Federation of 
British Carpet Manufacturers. 

Early in September, over 7,000 
carpet retailers will receive packs 
of free display material to link 
their window and interior dis- 
plays with the heavy national 
campaign. Included in the pack 
will be a campaign book which 
will outline all the facilities avail- 
able. This, state the Council, 
should provide the foundation 
for each dealer’s own sales drive. 

National dailies, weeklies and 
magazines will all carry large 
spaces for the drive during Car- 
pet Fortnight. The first week 
will open with mainly 11-inch 
triples in most of the dailies on 
October 1, followed by eight- 
inch doubles a week later. 
Eight-inch doubles have also 
been booked for the opening 
week of the campai the 


London evenings most of 
the Sunday papers. 
Colour in magazines 


Large spaces—half or full 
ag a colour will be carried 

women’s and national maga- 
zines during the first week of 
the drive. 

A further schedule of adver- 
tising is now being arranged to 
include many of the leading pro- 
vincial newspapers. It is ex- 
pected that this advertising will 

the key point around which 
composite pages supported by 
i} retailers’ advertising will 
be published. 

In the main centres of popu- 
lation, over a hundred 48-sheet 

er sites will carry 

rtnight publicity before and 
ute the campaign. Four 
hundred double bus front posters 
on London Transport vehicles 
and 2,000 tube cards on the 
Underground system will be 
used to augment the campaign. 

Free steroes for dealers, tra- 
vellers’ bulletins, booklets and 
training courses for sales staff 
complete the schedule for the 
drive. 

A statement from the Council 
underlines the co-operation 
which must exist between manu- 
facturer and dealer before such 
a campaign can be a success. 

“ As always,” they announce, 


dia (arpets 


1.) A GRITS CARPET 
THAT CARBIES THES LABED 


"% nei) k * 


One of the basic designs for show- 

cards and display material which 

the British Carpets Promotion 

Council will use during Carpet 
Fortnight. 


“the rule for success in these 
ventures is friendly and practical 
co-operation, and a concentrated 
effort by the retailers backed by 
the manufacturers will produce 
the trading results that both sides 


* 
| Record issue of 
‘ 
| Everywoman’ | 
e The August ee of | 
“Everywoman,” published | 
this week, contains 104 pages 
of which 41 are advertise- 
| ments in monotone and seven 
in full colour. | 
| This is the largest issue of 
| “Everywoman” published in | 
its present form. | 
It contains 32 more pages | 
| and nearly double the 
| amount of advertising com- 


pared with the same issue last | 
| year. 


Free exchange 
of information 


“To keep our place as a nation 
in world markets and our indi- 
vidual place in the national one 
we must increasingly exchange 
and share our knowledge and 
experience so that we can collec- 
tively, and in the aggregate, 
benefit from such exchanges,” 
writes F. Phillips, chairman of 
the British Sales Promotion 
Association, in a foreword to the 
current number of the Associa- 
tion’s Bulletin. 

“Such interchange of ideas 
may be slightly suspect, or — 
upon with suspicion 
erous and unenlighte a an 
houses, but this outlook is cer- 
tainly never encouraged or en- 
countered at any of the meetings 
of our heneeee. 

“The free exchange of opinions 
and information is, in fact, one 
of their features.” 

The Association’s new session 
will begin in October. 


The question ads must answer 


Two basic services performed 
by advertising agencies and 
market analysis firms are referred 
to in the Royal Bank of Canada’s 
Monthly Letter: 

“Their field organisations pro- 
vide the physical means of con- 
ducting investigations, and their 
trained staffs are prepared to 
give aw 4 in Boge ne the 


analyses and nning on 
the strength of whet i is shown. 
“It is tial to iness 


development that the man re- 
sponsible for it within any com- 

ny should be able to answer, 
tom his own analysis or one in 
which he has complete con- 
fidence, these questions: “What 
does it mean to my company? 
How can this information 
translated into our day-to-day 
operations?’ 

“When advertising his firm's 
product, the business getter will 
see that present customers are 
kept well informed about all the 


services his firm can give them, 
and of the lengths to which it is 
prepared to go in developing 
new services to meet their needs. 

“Published advertisin is 
handled to-day by a well inte- 
grated and far reaching organisa- 
tion, but its key tone are 
set by the firm’s representatives. 
‘What do we do for people?’ 
is the question to be answered 
in advertisements.” 


PRINTERS CALL 


OFF STRIKE 


We mw of the a 

achine Managers’ Tra 

Society decided last Thursday 
against strike y~ 2 in their dis- 
pute over the 
Daily Sketch. 
withdraw the notices, and to 


= . . ; £ — o ee 
a per caiman 
WA a 
: Ihe 
| aa lone 
J 
being considered. 
accept an 7 ; | 
the T.U.C. 
Fae ia : >t = Bot: 2am - » SS oy) a “Pet 
Wy ae ih. A oe Sie ae a Tt lle 5 ee a Cah ie 
rf . > a ay co a OO eee ce ole RR i}: 


— 


Juty 22, 1954 


The a 

oan 

advertisement for its 
new evening which is due 
to appear on , 

A coat teat that S 

estion %.4 

zine of the South oa Ey 
Board, should sell advertisement 
space is recommended by Whit- 
stable Ratepayers’ Association and 


Herne Bay mpage Amseaiee. 


To help nee with cade 
problems the Self-Service Deve 

ment Association and the National 
Federation of Pro- 
vision F 
set up a yomt onweary comer. 


One hundred A> eighty British 
cotton goods firms and their agents 
together with 38 leading Australian 
retail stores are to combine in a 
campaign to persuade 
Australian consumer to Le 
buy British cottons.’ oaes 
September and October a Bri 
Cottons Baty - is to be held in each 
of the five State capitals. 


School sports 


Hubert E. Powell, a director of 
the News Chronicle, and W. T. 
Pattinson, deputy news editor, flew 
in company with Mr. and Mrs. 
Attlee to Newcastle on Saturday to 
attend the Schools Athletic Associa- 
tion’s 24th All-England rn 


Championships, s red by that 

per and held at Ashington, 
aman’ wee 

For the Daily ally “Telegraph's latest 
at the Oly pa Hal, & Scarbo uh 
at ympia rboro 
the team was “Bon by 
Jeanne de Casali 

and Wynford Verena it Thommen’ 


a aerman, a usual, was R. L. 
oodliffe, publicity wor of the 
Daily Telegraph. hall was 
filled to capacity at Re session. 


Direct mail talk 


After the British Direct Mail 
Association's lunch to-day (Thurs- 
day), at the Criterion Restaw 
Arthur Clarkson, of the G 
Electric Co., Ltd., will talk on 
“Are bi 1 Over-Mailing?” 

* 


* 
The cael general i of 
the National Advertising. Bene 
volent Society will _% —_, at A. 
Society's offices at 
Street, W.1, next Tuesday. Sie Miles 
, the president, will preside. 
* a 
The American defence “dim-out 
”" would restrict advertising 
ts to at least the extent they 
were prohibited in Britain under 
fuel control regulations. 
* 


premises at 1 
Wi. ate eee 


Cc BD. "ede" eee Rao 
Organised a press visit the 


Gea brewery on Tuesday % to see 
> company’s new brewhouse. 
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games. 
It will as of a ee in the 


circulate to ge a stores = 
other retailers will sell 


direct mail to retailers throw 
the U.K. The publishers, Lioyd 
Cole, state that jou will 
published in eee 
edition, ni —the 
edition. 
4 ok ok 


Over 250 advertisers have taken 
in the July issue of British 
which celebrates the 

blica 


journal’s 25th year of 

* * ok 
Tie cover ond il peas 62 
of week's issue 


full 


The ane of the Sunday Mercury 
“Charm Over 4). Contest” came 
- Fg ‘wo on the stage 
Cinema, Selly Oak, 
LP of the prizes to the 
pm sg Picture shows, left to 
: Mrs. G. Castleford, who won 
yi 55 group, and is actually 
rb years of age. She received a 
stainless steel Fisholow sink wunit, 
Mrs. B. Whitehead stands so 
her prize, a Bendix Home 
She won the 40-55 age ‘wr ~ 
Examining the machine is 
“Mercury Girl of 1953, Miss Ber 
Davies, of Coventry, who made 1 
on behalf of the 
“Sunday Mercury.” 


New bi-annual for store buyers 


First circulation figures issued by 
the Washington Post and Times 
Herald since the merger of the 
an — morning daily news- 

a total net sale of 
Seti 417 “daly ond, 392,580 Sundays. 
a 


The nals tes high summer— 
Modern Caravan’s August issue 
carries a picture feature on one of 
Britain's most attractive holiday 
spots. There are also reports on a 
new lightweight caravan, a Hamp- 


shire model site and a French 
caravan exhibition. 
* * * 


A 120-page July issue of Milk 
the first in a new format 
—has 73 pases of advertisements. 
* ok 


m- 1954-55 Football 
ate published by the Birming- 
ham Sports Argus gives a complete 
survey of football in the Midlands. 

oo * aK 
For the first time The Times 
‘eekly 


Go, the holiday and iooail 
zine, comes out at the end of this 
month in new form under new 
ownership. It is being blished 
by Through pa oh intend 
to continue pub ication yon two 
months till the haw f of the year, 
then to publish monthly. 


August issue of 
keeping” contains five pages of 
illustrated recipes for summer 
suppers, and-a five-page feature on 
summer evening fashions. 


“Good House- 


Blighty, commencing with its 
issue dated July 24, will offer a 
paper Goesemnating pattern service. 

a 
__ Advertsing Review is the title of 
oo, journal published 
“the Bride’s Press td. The 
is 114 in. x 84 in, and the cover 
is printed blue and black from a 
design by Colin Forbes. The issue 
contains 64 pages on four different 
papers, is printed black and red, 


and the text is set in 10 
Baskerville. Articles include “ 
Future of Advertising” _ F 


MacCabe, Sir 
William Crewtord by BE. C. San 
kenzie. 


There is a 


very good job 
for a visualiser at 


who is in no doubt about his 
creative abilities. If you are in- 
terested write to The Art Director, 
G. S. Royds Ltd., 160 Piccadilly, 
London, W.1. 
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rc te (itis ee 
A bi-annual publication The % . Me s : . 
Buyers’ Guide to London Whole- zs 
salers is to be launched in im be a) 
September. It will cover fancy af 2 = 
goods, jewellery, cutlery, china and : t a 
glass, stationery and toys and ; és i 
ye \m . : oy. 
amount of ady ; has been ; : “ ee 
2s. 6d. : ‘ 2 i 
The first issue will be advertised ; - - 
in the trade press and offered by q ry a 
To make the two-county ati 
age of the newspaper more wi 
known the titl of the Leighton 
Buzzard Observer has been changed 
to the Beds and Bucks Observer. (Thursday) as part of its regular ve 
Po * * * issue a Survey of Scotland. Intro- 
Ss “ia The London Weekly Diary of duced by Lord Bisland it contains 
Social Events will be presented by many columns of advertisements. 
the Food Manufacturers Federa- 
tion to visitors to the Food Fair 
at Olympia in September. 
ok * ok : 
The current issue of British P 
Vogue Export Book includes a : : 
feature on rye and sports 
—a. selection of leathers 
sul or sports equipment is 
shown in colour. 
Silver Jubilee 
oa 
< 
Po Me will feature owlan ‘a 
— nin Emett’s impressions of his American a 
Fe 
Ante yal i Fa 
‘ ue RCURY +, oe . 
—) = & Aa! 7 
a ‘ B 
J a 
; + e i. 2 ‘ a 
: : ' Ay -~ 
" I g 4 I i 
‘m T is a senior position—a career : 
a oe . rather than a job — with com- 
London Art Service Ltd. } i 
Astists House and take up their mensurate salary, for a visualiser ' 
Heddon Street, = 
visitors were entertained to luncheon B 
at the Grove Tavern, Dulwich—a : 
Courage house. i 
At the. Ce meeting 
ann ie 
of E. K. Cole Lid, shareholders ; J 
were told that the company was d ia 
ready with “outstanding” models _ 
and designs to meet the advent of An 
commercial television. a 
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T.G. Scott & SonLtd 
for 


HONEYWELL: BROWN 


y ‘- aeveccte setteemeatater 


manufacturers of 


BlectroniK Potentiometers 
Pementes & Recording), 
ferential Converters & 
Associated Receivers, Mod- 
ulating Control Equipment, 
Protectoglo Combustion 
Safe d Equipment, to 
makers of preserves, 


pickles, milk products, 
soup, sauces, etc. 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.! 


LEONARD HILL TECHNICAL GROUP 


Hb specialised rary 

a nal dealing with 
engineering in which 
earth moving and earth- 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 


Birds Eye’s quick-frozen 
orange juice launched 


Birds Eye, originators of quick-freezing in this country, have 
introduced the first quick-frozen concentrated orange juice. 
A test campaign has opened in Southgate, North London, using 


press advertising, point-of-sale 
coupon offers. 


displays, demonstrations and 


Main difficulty, state Lintas Ltd., the agents for Birds Eye, has been to 


clear up 


the confusion which exists among British housewives 
orange juice as a food and orange preparations as drinks. 


It was realised 


that a successful sales development of quick-frozen concentrated orange 
juice must rely on the creation of a virtually new breakfast habit, that of 


Keg spaces trebled 


As a result of the favourable 
trade reaction to the launching of 
J. C. Field Ltd.'s Keg hair cream, 
consumer advertising is to be 
trebled during the next two months. 
Ages are Greenlys Ltd. 

ull pages in colour have been 
booked for /Ilustrated, Picture Post, 
Everybody's and John Bull. 
Underground and tube posters are 
now appearing. 


MARLSBRO WEEK 


A full page in colour in the 
Picture Post on September 18 will 
Marlsbro Week, for Marisbro 
eathercoats. Picture Post and 
Illustrated will both be used in sub- 
sequent advertising throughout the 


season. 
Agents for Marlisbro are Elliott 
Advertising Ltd. 


Restaurant campaign 


Advertising for the new Chateau- 
briand Restaurant, recently opened 
at the May Fair Hotel, is being 
or by Willing’s Press Service 


A competes was launched 
recently in t London evening 
papers and the class magazines, 
including The Queen and Tatler. 


drinking fruit juice as a first course. 

A lesson learned from door-to- 
door consumer research was that 
the campaign would have to be 
primarily educational more than 
straight-forward display. The theme 
of the campaign states that this is 
a natural juice, and not “cooked,” 
coloured, or altered in any way. 

Two methods of distribution were 
used. Each was applied to half of 
the test area, and from the number 
of coupons entitling customers to 
a is. 6d. can of juice for 6d; being 
exchanged, information on the rela- 
tive values of the methods is being 
gathered. 


Editorials in ads. 


Local press advertising was used. 
First spaces indicated the arrival of 
the product, and this was followed 
by 11-inch triples in editorial style— 
mostly “women’s column” features. 
So far three of this type of adver- 
tisement have appeared. These are 
to be followed by further spaces 
whose content will be determined in 
the light of information gathered. 

Point-of-sale displays are taking 
the form of cut-out showcards, 
window bills, illustrated cut-out 
leaflets, and a display stand for 
dummy tins. 

One of Birds Eye’s store demon- 
strators will be at work in South- 
gate during the three months follow- 
ing the introduction of the product. 


‘ t ear 
: <n CASH YOUR ; 
el rs 
pam eh Cran bike! S opp et 

Some of the new i ae by WERE 
display material de- ~ ~ bd a S 
signed for the new 5 


Birds Eye product. 
The results of the 
Southgate tests will 
determine the 
national advertising 
methods used when 
the orange juice is 
given country-wide 
distribution. 
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‘Olive oil for salads’ drive 


John Haddon & Co., Ltd., have 
been appointed agents for the 
Spanish Olive Oil campaign in 

United Kingdom. } 
national , Selected provin- 
women’s publications 


books are now being prepared, 


but press advertising has already 
begun, to gain the fullest possible 
advantage from the summer salad 


season. 
Plans are well advanced for the 
autumn and winter campaigns, 


which will feature the 


ne oe? 


ee ee 
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New textile 
brand to be 
tested 


A new brand of sheets and pillow 
cases is to be test marketed and 


advertised in —— and the Home 
t 


Counties in 


™ given national 
coverage and 
distribution. 


| sidiary 
Fine Spinners 
and Doublers 
Ltd., which is 
claimed to be 


The new sheet pack. 


trol from raw 
cottonto 
shop counter.” 

Special packs have been designed 
for the new products. The sheet 
pack is based on what is believed 
to be a new idea—cellophane wrap- 
pins with rigid end-boards. Em- 

ssed metal seals on the packs, in 

gold, silver or green, denote three 
different qualities. pillowcase 
pack holds six pairs, banded and 
wrapped in cellophane. 
A feature of the advertising is 
that it will direct potential cus- 
tomers to their nearest stockists of 
the brand. Strip cartoons illustrat- 
ing the “quality control” theme are 
to be used in the broadsheets for 
the trade and in the consumer 
advertising. For the test campaign 
this will in London evenings 
and London and Home Counties 
mane. 

‘he campaign will be co-ordinated 
from Distaff Fabrics Ltd.'s new 
offices at 62 Oxford Street, Lon- 
don, W.1. 


Autumn launching 
for Nippers 


This autumn the North British 
Rubber Co., Ltd., are to launch 
Nippers, which they believe to 
be the first children’s overshoes. 
Women’s — are to ca 
full single-column spaces, whic 
— have — illustrations 
and printed mis-spelt copy. 

Window displays, incorporating 
cut-out showcards, window 
Stickers and a Nipper 
ground, are oaas arranged. 
Agents for the orth British 
Rubber Co., Ltd., are The Robert 
Freeman Co. 


Hopalong’s favourite 


Latest advertising for Spangles 
ties = the visit to this country 
of opalong Cassidy. — 
spaces are being taken in 
nationals announcing Spangles as 
his “favourite sweet.’ 

Provincial advertising will follow 
him in his visits around the country. 

for Spangles, made 

ars Lid., are Young & 

Ltd. 
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‘You'll always look 
better in Wool’ 


IWS SPONSOR 
MEN’S STYLE 
FORTNIGHT 


A national promotion, the Men's 
ag "Fortnight, is to be organised 
by the International Wool Secre- 
tariat from September 13 to 25. 
A number of trade associations are 


supporting project. Main 
~~ > is “You'll always look better 


Advance publicity for the Fort- 
night will include editorials on the 
men's world style show arranged 
for September 8 in Rome. During 
the drive arrangements are being 
made for men’s fashion collections 
to be shown in Glasgow, Man- 
chester and Birmingham. 

A heavy schedule of press adver- 
tising, which is handled by 
Dorland Advertising Lid., has been 
booked in national dailies and 
weeklies, the trade press and maga- 
zines—including those for women. 
The remainder—including posters, 
window display packs for dealers 
and editorial booklets—is in the 
ry of C. J. Lytle (Advertising) 


In Birmingham, Manchester, 
Leeds, Newcastle and Glasgow 48- 
sheet posters will be displayed. 
Londoners will see 2,000 under- 
ground sites and 800 bus front 
posters. 

As in most of the International 
Wool Secretariat campaigns or 
sponsored campaigns, free stereos, 
booklets, training courses for sales 
staff, and packages of display 
material for dealers—available by 
the end of August—will be used 
to give maximum effect for the 
drive. 


MAINES 


YL ees F 
Disletrtine |} 


This window sticker will be included 

in the display material pack to be 

sent to dealers taking part in the 
1.W.S. Men's Style Fortnight. 


Group’s feature 
on careers 


A full-page feature on careers 
for young people is being in- 
cluded in every newspaper in the 
London Counties Newspapers 
Group for two consecutive weeks. 

In addition to an _ editorial 
introduction, the page includes 
advertisements from Lloyds Bank 
Ltd., Civil Service Commission, 
Lilley and Skinner Ltd., Williams 
Brothers Ltd., Selfridges, the 
Regular Army, the Navy, and 
J. H. Dexion Ltd. 

The papers in the Group in- 
clude the Hornsey Journal, 
Hampstead News, Golders Green 
Gazette, North London Press, 
South Western Star, West London 
Press, Westminster and Pimlico 
News, Fulham Chronicle, Sheer- 
ness Times and Guardian and 
Faversham News. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


DOUBLE TWO SHIRTS (Ireland) 
for Janus Ltd., Dublin. 


RICHMOND ee LTD. 
for S. C. Peacock Pro- 
vincial press Ty, 


SIMON MASSEY (press relations 
account) for Betty Rodway. 

HOUSE OF PETER MARSH 
LTD., Birmingham, makers of 
wrought iron — (public rela- 
ry account), for S. C. Peacock 
A 


SPANISH OLIVE OIL for John 
Haddon Ltd. Summer campai 
using national and provincial 
press and women’s magazines. 

CHATEAUBRIAND RESTAUR- 
ANT (campaign in London even- 
ings and selected magazines) and 
Auto . (publicity and 
ublic relations account) for 

illings Press Service Ltd. 

ROYAL SCHOOL FOR THE 


BLIND (public -wy account) 
for Samson, Clark & Co., Ltd 


Campaigns 


MARLSBRO WEATHERCOATS, 
using Picture Post and Illustrated 
(Elliott Advertising Ltd.). 


KEG HAIR CREAM, using in- 
creased space orders trebling cur- 
rent campaign. Full colour 
Pages in national magazines, and 
posters (Greenlys Ltd.). 


BRITISH CARPETS PROMO- 
TION COUNCIL, using national 
dailies and Sundays, London 
evenings, national and women’s 
magazines, provincial press and 
outdoor ig for Carpet Fort- 
night (C, J. Lytle Ltd.). 


DISTAFF SHEETS LTD., 
London evenings, weeklies, an 
Home Counties weeklies for test 
campaign (A. H. Knowles Ltd.). 


wt ge WOOL SEC- 
ETARIAT, using national and 

— press, magazines, and dis- 
plays for Men's Style Fortnight 
(Press : Dorland Advertising 
~* Remainder: C. J. Lytle 


BIRDS EYE ORANGE JUICE, 
using local press and other media 
for test campaign (Lintas Ltd.). 


AMPLION (1933) LTD., using 
trade press for autumn campaign 
(Roles & Parker Ltd.). 


NIPPER OVERSHOES, made by 
North British Rubber Co., Ltd., 
using women's ines for 
autumn campaign ( Robert 
Freeman Co., Ltd.). 


SPANGLES, using national and 
Fropalon press for tie-up with 
long Cassidy. (Young & 

icam Lid.) 
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CLUB NEWS ...+ «+ + 


London name committee chairmen 


Of the 20 appointments of com- 
mittee chairmen approved by the 
council of the Publicity Club of 
Lon , only nine remain un- 
changed from last year. 

Frank Hughes-Freeland, who 
retired from the council in June 
under the “oldest serving coun- 
cillor” rule, is succeeded as chair- 
man of the public speaking section 
by John Hewson. . Hewson is 
succeeded as cups and competitions 
officer by Alan Betts, who is in 
turn succeeded as editor of the 
Announcer by Horace Martin. 

W. Pemberton takes over the 
social committee, and is succeeded 
on the reception committee by 
E. L. Childs. 

The chairman of the club, Miss 
Sylvia Weinberg, will be responsible 
for the programme committee, and 
will be succeeded as chairman of 
the general purposes committee by 
the club's vice-chairman, Reg 
Cooper. 

Other appointments are: 

House committee: Trevor Harris; 


membership committee: Chey 
Ensor; membership research; | ; 
Lyon; finance committee: §. T. 
Aldwych 


Chairman again 


F. Howard Potter is again chair- 
man of the Aldwych Club. Also 
re-elected at the annual meeting 
were: hon. secretary, B. C. Taylor; 
hon. treasurer, J. T. Patterson; 
committee, J. M. Beable, §. E. 
Carter and W. J. Moore. New 
members of the committee are: 
G. E. Cross and F. James. 

A _ considerable 


Holmes; press officer: J. Hunter 
Fairley; education officer: Robert 
Brandon; “Little Journeys”; Reg 
on librarian: Tony Wilson; hon, 


typographer: W. Harold Butler; 
lowship Fred rding ; 
c A.B.S. steward: Leon Goodman; 
instructional contacts: ae 
Preston; C.D.C. delegates: Ivan 
Luckin ‘and W. R. R. Balch. 
Regent 


Grand Prix visit 


The second event on the Regent 
Club’s new social programme, a 
visit to the Silverstone Grand Prix, 
went according to plan last Satur- 
day. The two coaches left 
promptly at 6.30 a.m, and arrived 
in good time for the first race 
Members reported an enjoyable 
day, despite the rain, 

The club secretary, A. 
Robinson, was responsible for the 
catering and overall organisation, 

The Regent club is joining wtih 
the Society of Industrial Artists in 
sponsoring a special film lecture to 
be held at the club to-day (Thurs 
day) at 7.30 p.m., when Gordon 

2, films icer at the LC.1., 
will be the lecturer, Films to be 
shown will include a Goebbels’ Nazi 
war-time propaganda film, and 
others showing the persuasive power 
of the film to put over ideas, 


Ireland 
All aboard 


Members of the Publicity Club 
of Ireland were the guests of Irish 
Shipping Lid. at a reception on 
board the s,s, “Irish Cedar” in the 
Port of Dublin, 


The Press Gang—and guest stars— 
at the “— of Fleet Street's new 
jazz club, ich now meets every 
Monday aad Friday at the Albion 
Hotel, Ludgate Circus. Most of 
the regular members of the Press 
Gang and the club have associa 
tions with the press or advertising. 
From left to right above are: 
Simonds (clarinet), a draughtsman 
with “Wireless and Electrical 
7 ike (trombone), 
a dental student, guest 
Fawkes (clarinet), 
(clarinet) a member of the “Daily 
Mirror’ publicity department and 
one of the chief organisers of the 


club, guest Peter Appleby (drums), 
guest Neville Skrimshire (guitar), 
=— trumpeter ep om I 

ion, bass player 


Humphrey 
pson, who is “some- 


pm in the City.” In the mirror 
behind Ray Whittam is cornet 


player Len Doughty, a member of 
the advertising depariment of 
vening Standard,” Among 


who attended the opening 
p~ of the club was “Daily 
Mirror’ columnist Noel 
Monday's guests included blues 
singer and trumpeter 
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esident, is on the extreme left in the front row, and L, M. 
fourth from the left. 


GOLF: Welcome for NAGS’ —.. 


Wilkins; best first nine, D. E. 
Hardy; best second nine, Denis 


Peal ” Mail Challenge C 

e up, 
P. Ww G. Needham; runner-up. 
. D. Caird; best first nine, 
am best ‘second nine, F, 
oe. 


Ai the N.A.G.S. meeting: R. B. Posy: is mee oe 


— ter early morning rain, a Foursomes. 
a graced the summer Daily ries. Gin P. 3 

offing Auld pad dell ; 

Berkshire on Wednesday 
Resul 


; ults : 
es , The’ Times Challenge 
iz Charies Graves; runner-up, 


week. 


tk Scotland’s Quaich, D. A. Gwyer- 
Gibbs and Hardy; runners-up, 
W. S. Robinson and J. Sime; best 
first nine, G. Martin Lewis and 
Passmore; best second nine, Evans 
and Willis. 

L. M. Masius, am. presented 
the prizes and a jal cheer was 
given to T. A. ilkins for his 
runner-up success in his first golf 
competition after -his illness. 

meeting also 
applauded pan verge 


P 
R. Foster as president of 
society. 


- 


Ballin, ABTS oer eee 


rs 


IIPA circle 


The LILP.A. Golf Circle will 
hold their open autumn meeting at 
Wentworth Golf Club, Virginia 
Water, on Thursday, September 16. 

Fellows’ and Associates’ net 
scores from the morning round will 
be added to the scores at the spring 
meeting in May to find this year’s 
winner of the Lionel Jackson 
Perpetual Challenge Trophy. 


6 PG TRS RE TOES 


Osborne-Peacock 


The Osborne-Peacock annual golf 
meeting was held at St. Reever 
Hill last week. The O.P. 


on. 


Other winners were 

H. J. Potterton, W. 

A, Jackson and §, A. oe. 

ag prizes were presented by Mrs. 
W. E. Osborne. 


Top: Morning winners and pares 
Needham, or Graves, T, A 
L. to vr. P. S. M. Auld, R. G. 


ene, TP 


L. to r.: E. D. Caird, P, W. G. 
Wilkins. Bottom; Afternoon winners. 
Riddell, D. E. Hardy, D. A. 


eure. 


x 


wast 
lag 


CRICKET: Teams for the space buyers v. reps match 


The following teams have been Ray Nash (Dudley Turner & The match will be played at the 

chosen for the Space Buyers Vincent). Old Finchelians Sports Ground, 

etapa match on July : Reps: H. Gibbons ( .) — Woodside Park, commencing at 2 
Buyers: Len Nash jae) rows Worcester Journal), 


sf 


p.m. The ground is reached on 
\- Setter y iene , Wasey (Sporting Life), A. Black Ponies the Northern Barnet Line (Under- 
ae Friend), , “ae (Sun ground) to Woodside Park. 
ne Chronicl Clayton (D 
hone Part : wg & Record), i.e w. Cummins (Notti 


ham Guardian Journal), G. 

(Vogue), A. Hardy (Reveille), R. 

Mudie (Architects Journal), 

Nicholas (Daily Express), Lt.-Col. 

Walters (Sheffield: Telegraph 12th 
ters elegr 

man: é fi Butcher (Sunday 


Woolley), E. Keeble (5. 

}, H. Lee (Rumble, Crow- 
ther & Nicholas), W. Luetchford 
(Colman, Prentis & Varley), W. 
Russell (Service Advertising), S. A. : 
Stock ( Wasey), 1 man: Express). 


Streets beaten 
& Co., Ltd.'s cri 


Tetbete T 
cKL 
34), Streets 49 (S. Aylott 19) 
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(Continued from page iii cover) 
APPOINTMENTS WANTED 


w ERSOMAL ASSISTANT/ SECRETARY 
‘ell educated woman with 12 years’ 
a experience in top level fan 
posts; practical knowledge of book pro- 
duction ond advertising agency work; 
proved capable ser seeks tbl 


post. Free September. Please write : 


Box 8182 
Advertiser's Weekly 180 Fleet St EC4 


PRINTERS 


OLD ESTABLISHED,  well-cquipped 
firm of Printers with solid reputation 
for good class work and prompt 
service, has capacity for small monthly 
journals. Enquiries promptly atended 
to. Telephone: Bishopsgate 0881 or 
write to Lynn & Co. (Printers) Led., 
7/9 Princelet St . London, E.1 


SERVICE TO PRINT BUYERS! 


im sending us en enquiry. 


LINCOLNSHIRE Comorncis 
i Printing House 


LITHOPRINT LTD. offer capacity for 
priming on R.K.L. and R.30 rotoprint 
machines. Art work and plates under- 
taken of premises. Address: %%a 
Bedford Hill, 8.W.12, BAL. 9368. 


BUSINESS OPPORTUNITIES 


1 AM INTERESTED TO TALK 
matters over with an all-rounder with 
plenty of enthusiasm to join me in 
expansion. Capital not necessary but 
personality and real ability is essential. 
Write in confidence to 
Box 8217 Ad. Weekly 180 Fleet St BC4 

DISPLAY & STANDFITTING. Limited 
Company with Commercial Art Studio. 
Reputation first class work. 
developmem as Agency.) 
tional capital £1,000/£2.000 with or 
without active participation. Good 
opportunity, Strict confidence. 

Box 8218 Ad. Weckly 180 Fleet St EC4 


COMMISSIONS waiting for top fight 
figure artists. W. Partridge, Art 
Aacm, 61 Bartholomew Close, E.C.1. 


SALES AND WANTS 


ADDRESSOGRAPH FRAMES for sale 
55s. per 1,000, also Cabinets M.5S.S. 
49 Tattenham Grove, Epsom 

of  four-colour ~ halftone 
blocks, highly finished flower paintings, 
size 9 in. x 7 in. Suitable for calen- 
dars or box tops. Proofs can be seen. 
Price £100 with full copyright. 
Box 8219 Ad. Weekly 180 Fiect St EC4 

FOR SALE machine automatically dis- 
playing a number of photographs one 
by one, suitable for window, showroom 
or exhibition use. Pearce, 14 Merchant 
Street, Bristoi, 1. 


FREE LANCE SERVICES 


PUBLISHERS OF TWO OLD ESTAB- 
LISHED monthly trade 
freelance subscription agents. 
and refs. to 
_ Box 8220 Ad. Weekly 180 Fleet St BC4 


Terms 


Box 7801 Ad. Weekly 180 Pleet St BC4 
SCRAPERBOARD DRAWINGS available 
from several first-class freclance artists. 
Pigure, mechanical and gencral, Speci- 
- and quotations from Master Art 

12 Orange Sureet, London, W.C.2. 
Wiilechelt 2979. 


ACCOMMODATION 


ACCOMMODATION surr FREE- 
ARTISTS, 


W.1, area. Phone 
GER 9586. 
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JuLy 22, 1954 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


ver display panel inch. All other || HALAS AND BATCHELOR 


EVERETTS || "oem betes Oe peo ay : 


First Class Experienced 
i PPOINTMENTS VACANT 
require ANIMATORS and 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
2 or 3 good ‘Agency if the applicant Is a man aged 18-64 inclusive or 2 woman aged 18-99 inclusive LAYOUT ARTISTS 
unless he or she, or the employment, is excepted from the provisions of the 
layout Artists. NeieES <2 Veesncies Coder 1568- Applications also considered from 
talented Art Students as trainees. 
Ea STUDIO EXPANSION ode 
Py hae . 2 Westbourne Terrace, 
pride in presentation ssing Lid ; London, W.2 
of good slick roughs Taylor Advertising Ltd., require 
and have CREATIVE LAYOUT | TYPOGRAPHER PUBLICITY DEPARTMENT of eres 
ARTIST for mark-ups and adaptations to help with production of catalogues, 
a stro sense ] : sei leaflets, manuals, ete, Good 
ng with at least five years’ all- 9 gee manatee of English combined with a fair 
round agency experience. work. standard «oof engineering knowledge 
of typography. : necessary. No art work required, 
We are shortly moving to new offices at 85 Gloucester Place, W.1., Previous experience in publicity dept. 
but all applications for the above positions should be addressed emential, Five-day week, West 
. 
Write or phone: to 115 Gower Street, W.C.1., stating age, experience and omeen eee Oe ee 
salary required. ‘ Box 8193 Ad, Weekly 180 Fleet St BOS 
’ 
Everetts Advertising Ltd., ADVERTISEMENT MANAGER wanted | ONE OF THE LARGER MANCHESTER MANCHESTER a, Ce ee 
for London office of overseas news- Advertising Agencies requires a sequire o Layout 
10 Hertford Street, Ww.l papers and magazines. Salary £700 p.a. thoroughly experienced production man for catalogue work. Must have had 
Apply with full details including age to to handie all mechanical work on a some previous experience, State age, 
GRO 3477 Box 8198 Ad. Weekly 180 Fleet St BC4 group of accounts. The post offers wage and cxperience, Five-day week, 
LARGE MANUFACTURING COM- good prospects for advancement. Our Apply 
PANY in London has vacancy in own staff are aware of this advertise- Box 8191 Ad, Weekly 180 Pleet St BOS 
ARTIST REQUIRED for | Studio for man about 30, Must be | Ment. Write, giving full detaile of 
sechnical journals, Should be experi: | experienced visualiser and good mt |  €tbeflence, agp and salary eguired, 10 | CALLING A CAREER GIRL,  Firs- 
enced in first-class retouching on lettering. Work comprises design of ‘J class opportunity for keen Junior Typist 
mechanical and kindred subjects. Write showcards, packets, posters and display | ADVERTISEMENT MANAGER trade (Shorthand adv ) ain 
giving full particulars tw: Production material. | Exceptional oppormatey for weekly requires assistant with selling aa antage) to tr as 
Director, Uiffe & Sons Ltd., Dorset the right man. wy of ability, State ey experience, re- aminam to Space Buyer in London 
House, Stamford Sweet, London $.B.1, experience, training, etc., muneration expected Agency. Phone SLOane 0787 for 
marking envelope “ Process Artist.” Bon 8189 Ad. Weekly 180 Fleet St BCS Rox 8201 Ad. Weekly 180 Fleet St BC4 appointment. 


New Evening Newspaper 


have a vacancy for a 


ist class Layout man 


We want a man with good agency 


‘ c ‘ ; experience and the ability to proCuce 
IRISH PRESS LTD., having decided to publish imaginative layouts from scratch, or 
an Evening newspaper in addition to its Daily and 


el oa from copy supplied. He would work as 
Sunday newspapers, invites applications for ao mamber ofa hendlieg o variety 


Personnel required for all Depts. 


ERWIN WASEY 


positions in all departments of its organisation, of national accounts. 
including the following: Knowledge of type must be sound 
and a reasonable figure indication an 
REPORTERS AND SUB-EDITORS (NEWS & SPORT) advantage. 
CAMERAMEN e WIRE ROOM OPERATORS Commencing salary is a good one and 


INTERTYPE OPERATORS e STONEHANDS AND 
COMPOSITORS e PROCESS ENGRAVERS 
STEREOTYPERS e« MACHINE MINDERS AND 


pre-arranged holidays will be given 
generous consideration. Superannua- 


ASSISTANTS tea scheme. 
If you are interested please write (or 
" in full ivi j 

Only fully qualified and experienced men will be be ce in fu en _— — 
considered. Applicants should state age and give ’ 
the fullest information as to qualifications and ART DIRECTOR ERWIN WASEY & CO LTD BROOK HOUSE 
experience. Applications should be addressed, in PARK LANE LONDON W.1. TELEPHONE: MAYFAIR 8171 
the first instance, to the General Manager, IRISH Ut will help us to know at what times you are 
PRESS LTD., Dublin. available for an inter view). 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


LAYOUT MAN 


wanted immediately by Situations Vacant: 
large National Advertiser | | ‘made tro 


in Manchester. | waless he or 


or the employment, is excepted from the 
Notification of Vacancies Order 


1952.” 


offers an opportunity for a really 
first-class man of progressive ideas ; 
ability to produce slick visuals | | 
would be advantageous. 


This post, which is pensionable, | | 


Can you visualise working in Reading 


JuLy 22, 1954 


APPOINTMENTS VACANT 


Applications giving details of ex- | 
perience, age, qualifications, salary, 
and when free, to; we 
Box 9185 There are vacancies for experienced artists 
Advertiser's Weekly 180 Fleet St EC4 and @ versatile visualiser 
ae od yA ye td REP- alles iad 
TATIVE (25-30), Fleet Street Granthams 
pr yo come | Papers. Pamon of Reading 
: ' 1 i jence, sal : ; : 
epened, a — Brief history and salary required to :~ 
Box 8194 Ad, Weekly 180 Pleet St BC4 Art Director, 
' A 51 Greyfriars Road, Reading 
ired MANCHESTER. A manufacturing or- CUFPORD MARTIN LID. have a 


to organise Press, Point of Sale and Exhibition 
Advertising for Yorkshire engineering firm 
Small depariment already in operation with 
own artists, etc. Engineering background an 
advantage. Commencing salary £520/£650 
according to age and ability with opportunity 
to develop. Mark replies ‘strictly confidential’. 


Box 6216 
Advertiser's Weekly 180 Fleet St EC4 
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OUTDOOR ADVERTISING AGENCY 
has vacancies in office for male staff. 
Progressive post. Previous experience 


ground w The Secretary 


scheme Apply in own handwriting required. Experienced exploded 
Stating age, past experience and salary drawings for spare parts lists, etc. 
required to Fleet Street Area, 


Box 8192 Ad, Weekly 180 Pleet St BC4 Box 8202 


ganisation employing approximately 
1,000 is secking to appoint a suitable 
person as a Publicity Officer. 
duties will include creative activities in 
connection with the production of suit- 
able sales literature, leaflets and cata- 
logues, general press relations and the 
editing of a quarterly House Journal. 


vacancy for an Assistant in their 
Media Dept. Good all-round know- 
ledge essential. Ability two type an 
advantage. Details of age, experience 
and salary required wi Personnel 
Manager, Piccadilly House, 33 Regent 
Street, 8.W.1. 


W. H. GOLLINGS 
and Associates Ltd. 
want an experienced 


IDEAS AND 
COPY MAN 


to work on consumer and technical 
accounts in collaboration with 
account executives and clients. 
Rough visuals desirable. The 
successful applicant will be given 
plenty of variety and scope. Age 
25-35. Write for appointment. 
(marking envelope “Confidential”’) 
or phone to: 


W. H. GOLLINGS & ASSOCIATES 
LIMITED 


Staff, 21 Hertford Street 
London, W.1 
(Grosvenor 2921, Ext. 11) 


Remuneration will commence at £800 
pa. This appointment offers good 
Prospect to a young, ambitious man 
with the right experience, initiative and 
details of age, experience and back- 
Box 8195 Ad. Weekly 180 Pleet St BC4 
not necessary. Pive-day week. Pension TECHNICAL ILLUSTRATOR, freelance, 

line 


Apply 
Ad, Weekly 180 Fleet St BC4 


Public 
Relations 
Officer 


required for Large Engineering 
Organization in the Midlands 


Practical experience in 
Industrial Publicity is 
essential. Age about 35/45 
Good prospects for man 
of managerial calibre. 


Particulars and details of salary required to; Box 8179 
Advertiser's Weekly 180 Fieet St London EC4 


SENIOR ARTIST 
required 


by expending Studio working for leading 
Agencies. Must be capable of looking after 
internal detail in addition to a high general 
standerd of work which must include re- 
touching. This is » good job with sound 
orospects for the right man, who is probably 
waiting for dead men's shoes in his present 
position. 
Address your letter to the: 
ART DIRECTOR 
Box 8209 
Advertiser's Weekly 180 Fleet St EC4 


AN OPPORTUNITY in the Advertising 


Department of Vye & Son Litd., The 
Kentish Grocers, Ramsgate. Young 
man with personality and education. 


Primary art training and a flair for 


publicity, retail food selling and dis- 
play. He will need a versatile approach 
to the work, which includes the prac- 
tical production of posters, showcards 
and all types of promotion material. 


SPACE SALESMAN 


REQUIRED for 
technical journal, London and Home 
Counties, Salary and commission. 
Write full details, salary required, past 
experience and turnover 

Box 8190 Ad. Weekly 180 Pleet St BC4 


IF YOU CAN 


write good copy, produce visuals, 
enjoy working (hard) on promo- 
tional material such as Brochures, ; 
Leaflets, Sales Letters, etc., and are 
looking for a position in London 
with plenty of scope, write to us 
giving all relevant details of age, 
experience, salary required to : 
Box 8214 
Advertiser's Weekly 180 Fleet St EC4 


important Vacancy occurs 
for an 


Advertisement Manager 


on a Trade Journal in London 
enjoying a commanding position in 
a sphere of industry of national 
importance. Applicant must be a 
man in the “top flight” as regards 
ability and experience. If you fulfil 
these conditions in say the engin- 
eering andjor transport fields, and 
can hold down a post in the £2,000 
a year class, please write giving 
full details of previous experi- 
ence, age, if married, and date 
disengaged to : 
Box 8222 
Advertiser's Weekly 180 Figet St EC4 


RETOUCHER required by Advertising 


Agency specialising in technical 
accounts, Iust be fully experienced in 
technique of retouching photographs of 
mechanical subjects. Five-day week 
and superannuation scheme. Apply 
Roles and Parker Lid., 65 Turnmill 
Street, B.C.1. 
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LEADING FILM COMPANY making 


short informational films requires 
Editorial Assistant to Producer, ideally 
with Picture Magazine features experi- 
ence. Good prospects for young man 
with leaning towards films and TV. 
State salary required to 

Box 8200 Ad Weekly 180 Picet St BC4 


SECRETARY for busy editor in small 


publishing company. The lady should 
have in addition to flawless typing and 
shorthand, an aquaintance with blocks, 
types, copy dates and the gencral 
vocabulary of periodical publishing. 
Age unimportant, but energy, initiative 
and capacity for hard and varied 
work essential, 


Box 8211 Ad. Weekly 180 Fleet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


LETTERING ARTIST 
& GENERAL ARTIST 


Applications are invited from 
Artists in the above categories 
who are well experienced and wish 
to join a first class London, W.1, 
Studio handling National accounts. 
Salaries commensurate with ability 
Very pleasant working conditions. 
Please write giving all details to : 
Box 8208 
Advertiser's Weekly 180 Fleet St EC4 


DETAIL CLERK (male), age 
21/23. Experience in this work essen- 
tial. Knowledge of mechanical pro- 
duction an advantage. Good prospects 
for right man. Phone CENtral 5375 
(Ext. 13) for appointument. 
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CLASSIFIED ADVERTISEMENTS 


BENTALLS PUBLICITY DEPARTMENT 
have an interesting vacancy for a 


PRINTER'S ORDER CLERK 
or PUBLICITY ASSISTANT 


capable of ordering blocks, settings and printed matter, who 
appreciates the importance of typography. Excellent opportunity 
for man between 20 and 30 who is keen to broaden his experi- 
ence in Advertising and Publicity. Permanent position. 
Apply : PERSONNEL CONTROLLER 
BENTALLS LTD. 
Kingston-on-Thames, Surrey 


YOUNG LADY REPRESENTATIVE for 
Trade Magazine Advertising in Birming- 
ham. Established accounts w take over. 
Good education, appearance and per- 
sonality. Full details to 
Box 8188 Ad. Weekly 180 Fleet St BO4 


you know you could success- 
fully sell the work of 60 top 
ranking commercial Artists and 
Photographers—and can prove 
it-we should be interested 
to meet you. 

This is a progressive post 
with unlimited opportunities. 
The salary is generous, but will 
be dependent upon results. 


Telephone for an appointment : 
HYDE PARK 9941 


ARTIST PARTNERS LTD. 
44a Dover Street, W.1. 


ERTISEMENT MANAGER required 
for established and expanding vchnical 
journal. Initial salary £1,000 per 
annum plus expenses. Particulars of 


career to 
Box 8197 Ad. Weekly 180 Fleet St BC4 


FOUR 


FIGURE SALARY FOR 
EDITORIAL PUBLICITY MAN. I 
want to find a really outstanding 
editorial publicity man who is reliable, 
not afraid of hard work-—and wants 
to get on in a live and growing organ- 
isation. He will have to write good, 
accurate copy—from news pars to full- 
length feature articles—on a wide 
variety of subjects, but mainly indus- 
trial in the first instance. He must 
have the personality which puts him 
equaliy at case with Chairman or Fore- 
man The successful applicant will 
probably be a journalist with a pub- 
licity flair plus that imtangible and 
distinctive something. Write full 
details in confidence to—The Principal, 
The D. Brook-Hart Co., 48 Dover 
Street, London, W.1. 


TECHNICAL ILLUSTRATORS 
Wanted young men capable of producing 
pictorial line drawings suitable for illustra- 
tions, for Instruction and Spares Books, 
Wall Charts, etc. 
Applicants should be able to make three 
dimensional drawings in ink of machine 
parts and assemblies from orthographic 
drawings, and should be sccustomed to 
drawing for reproduction. 
Apply, with full particulars of 
age end salary required (siso send small 
specimen drawings if possible, which will 
be returned), tos 
AVELING-BARFORD LTD. 
Engineers, 


Experienced 
COPY DETAIL 


ASSISTANT 


required 


to control inside detail on 

group of accounts. one 

training essential. Real op- 

portunity for keen young man 

or woman not afraid of hard 

work and capable of taking 
full responsibility. 

Apply with full details of age, ex- 
perience, salary required, etc., to : 
The SECRETARY 
STOWE & BOWDEN LID. 


169, Piccadilly, W.1 


ADVERTISER'S WEBKLY 


APPOINTMENTS VACANT 


DESIGNING-LAYOUT ARTIST required 
with developed typographic sense, and 
able to produce slick roughs for press 

Modest sized 


SHORTHAND TYPIST required for old 
established printing firm U 


YOUNG MAN REQUIRED to handle all 
direct mail and promotion for London 
trade journal publishers. This is an 
interesting post to one able tw write 
sound selling copy and ability tw plan, 
maintain records and get things donc. 
Write fully giving age and experience to 
Box 8199 Ad. Weekly 180 Fleet St BC4 


General all-round artist for 
staff appointment 
DAVID JUDD ASSOCIATES 
175 Piccadilly, 

Phone or write for appointment 
stating age, experience and salary 
required 
MAYtalsr 5560 — MAYVielr 5162 
HYDe Pork 5225 


working conditions Apply. giving full 
‘ owe 


stating salary req 
S. Cowell Lid, 23 Percy 


RETOUCHER REQUIRED. Apply 
Ch "s Art Service Ltd., 131 Fleet 
i E.C4 T CENtral 
43 


ARMSTRONG-WARDEN 
WANT THE 
MOST PERSUASIVE 
COSMETIC COPYWRITER 


IN THE BUSINESS 


Let's face facts. There aren't many 
cosmetic Copywriters as good as the 
one we want, She, or even he, must 
have more than just competence—what 
we're looking for is brilliance. It'll 
take talent above the ordinary to write 
persuasive copy of the standard we 
require for, amongst others, one of the 
largest beauty accounts in the 
country. Write a brief note and tell us 
a little about yourself. 


The Managing Director, 
Armstrong-Warden Ltd., 
69 New Oxford Street, 
London, W.C.1, 


Address it to: 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


COPYWRITER 


required 
in the Publicity Department of 
a leading Electrical Engineering 
Company in South East London, 
to work on descriptive 
trade catalogues, press ad- 
vertising and possibly a new 
house organ. A man between 
25/30 preferred. Experience 
in the Electrical industry an 

advantage. 
Write, stating age, experience and 

salary required, to : 

Box 8186 

Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


JuLy 22, 1954 


APPOINTMENTS VACANT 


a a ASSISTANT. Typo- 


Seope 
for person able to work without super- 


vision. Croydon. Details and salary 
Box 8212 Ad. Weckly 180 Fleet St BC4 


7 ASSISTANT REQUIRED 
in busy depariment of National Advertiser. 
Agency experience desirable and know 
ledge of all forms of publicity. Age approx. 
25. Applications in writing stating experi- 
ence, background and salary, to: 


Everetts want 
a new young 
copywriter 


If you are about 27 or 28, 
well-educated, and have 
had two or three years in 
an agency, you may find 
the job now open at 
Everetts is just the thing 
for you now. 

Write details and salary on 
a single quarto sheet to 
Charles Plouviez, 
EVERETTS ADVERTISING 
LTp., 10 — STREET, 

w.l. 


S YOUNG ADVERTISING 
MAN wanted for \lcading journal in 
Textile field. Must have first-class 
credentials and experience of Trade 
Journal advertising, Appointment is 
based on London, Remuneration will 
be attractive and excellent to 
the right man. ate age and experi- 


ence, etc. 
Box 8223 Ad. Weekly 180 Fleet St BC4 
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ALFRED PEMBERTON LIMITED 
require a 


JUNIOR 
TYPOGRAPHER 


Applicants must have practical 
Agency experience and be capable 
of working on their own initiative. 
if you qualify and are seeking a 


change, write to us about yourself. 


93 PARK LANE - LONDON - W.! 


requires 
ACCOUNT EXECUTIVE 


This is a vacancy for a capable 
man (under 30 popes of age) 
to take over control of a group 
as accounts in a medium sized 
and progressive agency. 

It is desirable that he should 
have had sound agency ex- 
perience (possibly as an 
assistant account aemabeal 
and some client contact. 

Naturally his technical 
knowledge and understanding 
of general agency practice 
will be first-class. 


Write giving full details of 
age, experience and salary 
required, to 
Box 8225 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT 
EXECUTIVE 


Leading are looking 
for a clear-thinking and highly 
efficient Assistant Executive to 
help in every phase of the 
management of a well-known 
account involving several pro- 
ducts and much merchandising 
work. He will be given every 
encouragement to use his init- 
iative and develop his talents. 
Salary £650 plus bonus. Please 
write in confidence to: 
Box 8180 
Advertiser's Weekly 180 Fleet St EC4 


FOR YOUNG DE- 


OPPORTUNITY 
SIGNER to join Layout Department of 


leading London Suidio. Ability w 
create good advertising designs with 
lewering essential. Hampstead area. 
Write stating experience 

Box 8204 Ad. Weekly yeekly, 180 Fleet St EC4 


CLERK (FEMALE) with knowledge of 


Shorthand Typing required in Advertise- 
ment Department of British Medical 
Journal. Salary £300 per annum 


ciation, Tavistock Square, W.C.1. 


GENERAL ARTIST 


THE STUDIO OF THE 
NATIONAL TRADE PRESS LIMITED 
requires an experienced artist who 
is a good all-rounder, capable of 
using the airbrush, doing visuals 
and finished work of good repro- 
duction standard. Excellent pros- 
pects, 5.day week, pension scheme. 
Write, stating age, experience 
salary required, to: 

THE ART MANAGER 
The NATIONAL TRADE PRESS Ltd. 


Drury House, Russell St., London, W.C.2 


LAYOUT ARTIST 
REQUIRED 


We are looking for an artist with 
ideas, ign sense, and 
know of typography to pro- 
duce vigorous pencil layouts for 
client. Interesting opportunity with 
medium sized London Agency. 


Holidays? We will co-operate. 
Our staff know of this advertisement. 
ART DIRECTOR, 


Box 8181 
Advertiser's Weekly 180 Fleet St EC4 


SPACE REPRESENTATIVE required in 


Yorks. and N. East by publishers of 
directories and official 

Appointment offers substantial re- 
muneration to experienced man. Write, 
stating previcus experience, age, ctc., to 
Box 8206 Ad. Weekly 180 Fleet St BOS 


tial, Must be. capable of dealing with 
reports on highly specialised subjects. 


required by London Publishers. 
Sound knowledge of printing, 
blocks, paper, typography, costing 
and estimating essential. 
Write full —— of experience, 
salary required ee to: 


Advertiser's Weekly 180 Fleet St EC4 


LONDON TRANSPORT 
invite applications for post of 
PRINCIPAL EXECUTIVE ASSISTANT 

Publicity Office. 
Candidates should be first-class 
copywriters with all-round know- 
ledge of creative side of advertising 
and zeal for good design in all 
things. Technical knowledge of 
transport is not necessary, but en- 
thusiasm for publicising a public 
service is essential. Candidates may 
send evidence of skill with applica- 
tions. Salary £1,300 to £1,500, 
annual increments of £50. Medical 
exam.; contributory superannuation 
scheme after probation. Applica- 
tions by 3ist July, to: 

Staff Officer (F/EV 295), 
London Transport, 55 Broadway, S.W.1. 
(For acknowledgement enclose addressed envelope) 


Slick layouts and 


ARTIST. good finished 
tonaring for anal Seale, W.C.l dis- 


Box 8203" Ad. Weekly 180 Fleet St BC4. 


Phone your Classifieds to CHA 8844 (Ex 25) 


VERSATILE VISU. 


ALISER / TYPO- 
GRAPHER required for Publicity 
Department of a National Newspaper. 


grammes, ¢tc., handling produc- 
tion. Write, = full details of 
experience, age and salary required, to 
Box 8207 Ad. Weekly 180 Fleet St BC4 
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Jury 22, 1954 


CLASSIFIED ADVERTISEMENTS | 


YOUNG 
COPYWRITER 


for leading London 
Publishing House 


A splendid opportunity for a young 
man with a sound advertising 
approach and the ability to present 
facts with punch and imagination 
on a wide variety of well-known 
periodicals in press advertisements, 
folders and other sales promotion 
material. Existing holiday arrange- 
ments will be met 
Write in full confidence stating age, 
experience and salary required to : 
Box 8119 
Advertiser's Weekly 180 Fleet St EC4 


' APPOINTMENTS VACANT 


WANTED 
LETTERING 
ARTIST 


who can combine a high 
standard with speed when 
necessaiy. Please write for 
an appointment, only if you 
can live up to a good salary, 
to: 
STUDIO MANAGER, 
ALFRED BATES & SON LTD., 

130, FLEET STREET, LONDON, E.C.4. 


LAYOUT 
MAN 


experienced in hard-selling store 
advertising (particularly furniture) is 
required by one of the leading Lon- 
don agencies. He should be able on 
occasions to work fast in producing 
slick presentation roughs. A good 
salary awaits the right man. Write, 
giving experience, to : 


Box 8081 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHING ARTIST REQUIRED, 
fully experienced in figure retouching in 
colour for reproduction. Hampstead 


area. 
Box 8205 Ad. Weekly 180 Fleet St BO4 


PRESS LTD. requires first- 
class sub-editor. Must have thorough 
knowledge of news-subbing, make-up, 
and — of handling pages wo O.K. 
Applicants must be members of 
the N.UJ, Apply wo Editorial 
Manager, Specialised and Trade Papers, 
189 High Holborn, W.C.1. 


PACKAGE DESIGNER required for 
studio of National Advertiser of high 
standing. Wide experience of binding 
Processes ewential. Write stat'ng ex- 
perience and salary required w Box 
409, Smith's, 100 Fleet Sireet, E.CA4. 


CONFIDENTIAL SECRETARY wanted. 
Shorthand necessary but less important 
than a pleasant personality and interest 
in staff mawers. Integrity and dis- 
cretion essential Hours 8.30 am 
530 p.m, no Saturdays. Excelient 
working conditi Chingford area. 
Write full details to 
Box Ad. Weekly 180 Fleet St BC4 


TECHNICAL WRITER 


tequired by Publications Department of 
large engineering company tor produc- 
tion of technical house organ, and to 
assist with literature generally. Good 
English and technical knowledge required 
sufficient for editing articles and writing 
on i and ical subjects. 
Previous experience of similar work 
essential 5-dey week. West London area. 


Box 6226 Advertiser's Weekly 180 Fleet St EC4 


NEW STUDIO 


commencing September 1st in the 


STRAND 
Offer 'GROUND FLOOR’ Appointments 
to Ambitious and fully Experienced 
Commercial Artists in the following Depts. : 


RETOUCHING 
LETTERING 
STILL LIFE 
FASHION 


MEN’S, WOMEN’S & CHILDREN’S 


LAYOUT 


AND 
GENERAL ARTIST 


5-day week-—first-class conditions. 

giving experience, to Art Director ; 
Box 8228 

Advertiser's Weekly 180 Fleet St London EC4 


Please apply, 


interes free. 
Box 7880 Ad. Weekly 180 Fleer Si BOS 


A vacancy exists in a large industrial organ- 
isation near London tor a young man—25/35 
fo act as 


SECOND-IN-CHARGE IN 
EXPORT ADVERTISING DIVISION 


A sound knowledge of the mechanics of 
advertising is essential and some bt 
of export business preferable 


night 
man. Commencing salary—£600 to £700 


per annum 


Box 8221 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


p APICES VACANT 


| ADVERTISING | 


MANAGER 
required 


by lerge netionsl advertiser, Applicants 
must hove tnowledge of prem, eutdeer ab 
tied end edal Candid 
should be preferably 40 years of age or 
over and must have wide expenence Salary 
in the £2,000/£3,000 renge eccerding to 


Box 6114 
Advertiser's Weekly 180 Fleet St EC4 


SOCIETY require assistam with knowledge 


of shorthand, typewrking and routine 
work associated with Journal publica- 
tion, Knowledge of fim industry de- 
sirable, bur not essential, five-day week. 
Box 8174 Ad, Weekly 180 Fleer & BOS 


APPOINTMENTS WANTED 


CANADIAN 


WOMAN, with Master of 
Commerce Degree, and 6 years’ ex- 
in market research and public 

caien polling (4 as Chief Statistician), 
wishes job for about six weeks, starting 
August |. Experienced in calculating 
and IBM machines, and on typewriter. 
Box 8227 Ad, Weekly 180 Pleet St BOS 


ADVERTISING MAN 


45, wide experience England and U.S.A. 
Speciaiist in layout, copy and ert Also written 
and lectured on advertising generally and 
for stage and screen Capable in every branch 


ASST. 


PRODUCTION MANAGER, 
and lettering Artist § required for 
London Agency Salary according to 


of advertising without fancy ideas of own im- 
High credentials. Any offers please? 
Box 8210 Advertiser's Weekly 180 Fleet St C4 


experience. Holidays by arr 
Box 8213 Ad. Weckly 180 Fleet St BC4 


ARTIST-VISUALISER 
able to produce good pencil layouts 
for advertisements and printed 
material and finished line work 
(not figure) required immediately. 
Write, giving details of experience 

and salary required, to: 
STAFF MANAGER 
GILBERT ADVERTISING LTD. 
10 Norfolk Street 
London, W.C.2 


ARTIST REQUIRED for the preparation 


of adaptations. Must be neat worker, 


with some knowledge of layout and 
typography Adapt Service, 5 Rose- 
bery Avenue, E.C.1. Phone: Terminus 
8770/0073 


“HAND « PICKED” 
available, The Wigmore Agency, 67 


Wigmore St., W.1. HUNter 9951/2/3. 


EXPERIENCED AGENCY FRODUC.- 


TION man secks senior position with 
London Agency or Manufacturer 
Box 8216 Ad. Weekly 180 Fleet St BC4 


Art 
Director 


Group Art Director in 

prominent London agency 

desires a change. Enquiries 

are invited from Agency 

Principals. Please write to: 
Box 8183 

Advertiser's Weekly 180 Fleet St EC4 


ACCOMMODATION 


| 


ART STUDIO 


TO LET 


Void Studio, Fleet Street, to let. Accommodation for 

Heat, light, power, cleaning, h & c, 

telephone all laid on. Ready for immediate use. 
Box 8184 

Advertiser's Weekly 180 Fleet S$ London EC4 


12/15 artists. 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY Tuurspay, Jury 22, 1954 


Advertiser's 
ara Weekly Le = 


55 - (overseas) 


STOP PRESS 


CIRCULATION 
FIGURES 


@ Continued from page 155 
“Daily Herald” 1,810,911 


“Weekend Reveille” 3,707,449 
(3,713,803). 

“Midweek Reveille’ 1,630,459 
(no previous figure). 

“Picture Post” 999,959 
(1,010,278). 

“Housewife” 175,707 (200,236). 

“Lilliput” 201,214 (200,426). 

“Birmingham Post” 40,024 


Guiding the book buyer’s, book 
borrower's, and 
librarian’s choice... 


(38,656). 

“Birmingham Mail” 298,164 

LITERARY SUPrLEMEN'S ae ood’s M 18,750 
(17,304). 


“New Statesman” 70,598 (66,878). 
“The Lady” 82,344 (78,350). 
“Economist” 50,640 (49,091). 
“Melody Maker” 90,605 (79,846). 
“Mickey Mouse” 415,898 


“Picturegoer” 438,377 (440,493). 
“Mother” 83,704 (82,330). 
“Poultry Farmer” 31,230 (31,062). 
“T.V. Comic” 256,664 (268,391). 
oS noes “208 and View” 217,349 
wie” (120,444). 
“Municipal Review” 8,849 (8,877). 
“Overseas” 45,424 (48,710). 
“Taxation” 15,161 (13,264). 
Observer” 45 


“Walsall 


15 Witsire Garette” ‘15,214 
( ) 

“Wiltshire Times’’ 17,322 (17,142). 

“Yorkshire Gazrette”’ 1h, 356 
“ ‘Catholic Herald” Group 115,125 

“Ca 
(109,958). 

“Manchester Guardian Weekly” 
39,871 (37,864). 

Anglers’ News” 11,028 (12,975). 


THE *@%2% TIMES SOFT OOR oy TEU 


Literary Supplement ay 


Every Friday, Price 6d. 


. 
f 


THE TIMES Daily. Price 4d | by Lucien Advertising commencing 


_ in autumn for Clitheroe Shirtings 
THE TIMES EDUCATIONAL SUPPLEMENT Every Friday, Price 4d. Ltd. for their Trutex range of gar- 

THE TIMES WEEKLY REVIEW Lvery Thursday Price 6d cumipeagiinetes 
THE TIMES BRITISH COLONIES REVIEW Quarterly, Price 6d A. is. —~ ~--— pm! 
THE TIMES SCIENCE REVIEW Quarterly. Price 6d boilers, have ap ied Max Ritson 

& Partners Ad., commenc 
THE TIMES AGRICULTURE REVIEW Quarterly, Price 6d. October 1. Pilot campaigns for 
THE TIMES REVIEW OF INDUSTRY Firs: Wednesday of every month. Price In autumn in preparation. 

« ” tenderising salt for 


Published by the Proprictors, BUSINESS PUBLICATIONS Lid. at their office at 180 Ficet Sureet, London, E.C.4. (Phone: Chancery 8844) 
July 22, 1954 Printed in England by Keliher, Hudson & Kearns Litd.. 15-17 Hatfields, London, $.F.1, 
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